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Beauty through simplicity, so often 
overlooked by the novice, but 
paramount in the hands of one who 
possesses a quality touch. 

This symbolic tribute to the season 
is offered to convey our wishes for a 
bountiful harvest to each of you. And, 
too, may we take this opportunity to say 
thanks again for your recognition and 
help in making this quality touch a highly 
rewarding facet of our own operations. 


Represented by 


Edward Petry& Co.. Inc 


The Original Station Representative 
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Serving the greater DALLAS-FORT WORTH market 


TELEVISION SERVICE OF THE DALLAS MORNING NEWS 
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27 NETWORK FLEXIBILITY 


Television Age 


Variety of plans proffered by ABC-TV, CBS-TV and 
NBC-TV attracts former spot users 


32 GASOLINE AND OIL 


Television has become the number-one medium for 


manufacturers and for distributors 


34 PEOPLE MAKE PELICAN 


Commercial producers emphasize top-quality work 


of directors, designers, animators 


36 AUTOMOBILE SPOT UP 


Billings in the third quarter of this year are up 
13.8 per cent, TvB report reveals 


38 SUMMER SLIDE 


Pulse survey indicates that summer viewing falls 
off due to shows, not the weather 


40 THREE-WAY TV 


Manufacturers, distributors and retailers find the 
medium sells insulation successfully 
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Report to the readers 
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The customers always write 
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Measuring the trends 
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Newsfront 


The way it happened 


42 Film Report 


Round-up of news 


55 Spot Report 


Digest of national activity 


66 Audience Charts 


Who watches what 


79 Wall Street Report 


The financial picture 


81 In the Picture 


Portraits of people in the news 


82 In Camera 
The lighter side 
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= WREX-TY - 
POWER-PACKED 
PROGRAMMING 
Combining the best of ABC and CBS 
assures you of top coverage in this 
rich industrial and agricultural heart- 
land of Mid-America. 


= WREX-TY - 
POSITIVE COVERAGE 


of Northern Illinois and Southern 
Wisconsin. You’ll have VHF *’Ex- 
clusivity” in a billion dollar plus 
market . . . Beyond the influence of 


Chicago and Milwaukee TV (90 air 
miles away) . 


= WREX-TY - 
SALES POWER 


The viewers’ choice, serving 399,000 
sets in a combined rural and indus- 
trial area . . . Ideal for test cam- 
paigns, 


J. M. BAISCH 


Represented By 
H-R 
General Manager TELEVISION INC. 


VW RE A.-"s 
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WLBZ-TV 


NBC Affiliate ? Bangor, Maine 


Most Popular 
Spot in 
Eastern Maine! 





That’s why you cover Maine’s 
second major market best with 
more powerful Channel 2. 

Remember that 5% saving 
you make when you buy a 
matching spot schedule on Chan- 
nel 6 in Portland. 


A MAINE BROADCASTING 
SYSTEM STATION 
WLBZ-TV (2) Bangor 
WCSH-TV (6) Portland 
WLBZ-Radio, Bangor 
WCSH-Radio, Portland 
WRDO-Radio, Augusta 
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Letter from the Publisher 


Philosophy of Regulation 


Alfred E. Kahn, professor of economics at Cornell, has articulated 
a political and economic philosophy of tv regulation that is packed 
with dynamite. In a letter to the New York Times, Professor Kahn, 
a one-time member of the Attorney General’s National Committee 
to Study the Anti-Trust Laws, espouses the cause of “the public 
utility” concept of regulation for the broadcast business. Professor 
Kahn contends that since the airways are limited, the Government 
should step in and regulate prices as well as programs. 

“The rigged quizzes,” he writes, “are merely one of the results of 
legalized and unregulated monopoly. . . . This is not to suggest that 
the networks are the villains that they are usually made out to be. 
The principal monopolists in question are the local franchise 
holders.” 


Echo from the Past 


This philosophy of regulation is not new. It was echoed over two 
decades ago in Washington by an embattled group of adherents who 
attempted to foist on the FCC the common-carrier idea of strict 
regulation of rates as well as operations. 

Many of these individuals are still around in the FCC, in the 
Department of Justice—and in colleges. They have no label—tey 
may be Republicans or Democrats. Their common objective: to in- 
crease, expand, intensify the regulatory powers of the Government. 
They are firm in the opinion that any of the ills of business can be 
cured by tighter controls, that big business is bad business and that 
success should be stymied by regulation. 


Mark of the Bureaucrat 


This is the philosophy of a true bureaucrat. It gives them greater 
power, wider jurisdiction and increased status. The arguments sound 
very plausible, but when put into practice the cure is worse than any 
defect. 

The plain fact of the matter is that there are many defects in the 
American system of broadcasting. So are there defects in the demo- 
cratic process, but when the credits and debits are balanced out, 
the logical conclusion is that the American system of broadcasting 
is the best in the world. This doesn’t mean it cannot be improved, but 
it certainly cannot be improved by attempting to regulate rates and 
program content. 


Gertrude Scanlan 


The entire industry was saddened by the news of the death of 
Gertrude Scanlan. “Gert” Scanlan was a 30-year veteran of BBDO. 
She had started as a secretary, advanced to a timebuyer and for the 
last several years was account executive on Wildroot. Recently she 
was named media coordinator for the BBDO branch offices. A suc: 
cessful career woman, she exuded a warmth and personal interest 
in all those around her. 


Cordially, 


by feud 











hted 


hhn, 
ttee 
blic 
Ssor 
ent 


s of 
that 


two 
who 
rict 


the 


in- 
nt. 
be 
rat 




































MEREDITH 
SYRACUSE 
TELEVISION CORP. 

GR. 4-8511 








onsors..-there is a Santa Claus. 


is Yes, dear Sp 

2 He exists in the generous promotion aids, the 
loving care accorded each commercial, the ever~ 
eager anticipation of our listeners. 


a 


tom . nie 


we 


e without 


Alas, how dreary our world would b 
te New York 


Santa Claus...and how dreary upsta 
would be without WHEN-TV ! 


6 Fe 


oT) 


¥ ; Not believe in Santa Claus? You might as well 
Bo not believe in TV set counts or ratings. Only 

a8 faith in our fellow man, the spirit of generosity 
that abides in us all, and the desire to push 
§ aside the mercenary curtain so that all may 

4 view the beautiful possibilities beyond, BS 
oe can make Santa Claus real. =, an 
& No Santa Claus! Don't you believe it! You'll 
ae recognize his spirit in our commercial manager, ¢ 
pt Fred Menzies, and the Katz staff. 
a Today, tomorrow, many years from now, they 
i’ will have made your hearts glad. 


Cordially, 


Fru Cuts 


Paul Adanti at 
Vice-President . 





| 
WHEN) 
{YOU WANT TO SELL SYRACUSE 


CBS IN 
CENTRAL N.Y. KCMO KCMO.-Ty 


Kansas City KPHO KPHO.Ty 


Phoenix KRMG /wow WOW.Ty 


Tulsa WHEN 


Omaha 









Syracuse 
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... SOUTH BEND, INDIANA'S 
deceit DOMINANT STATION 





Joe Boland... 
The Sportscaster the Networks Choose! 
... And His Home Station’s WSBT-TV 


Joe Boland, WSBT-TV's sports director, is a wanted man! During the 
football seasons he broadcasts for three major networks: CBS-TV— 
pro grames, plus the Holiday bowl on December 19, and the Orange 
Bowl on January 1; ABC Radio—entire Notre Dame schedule; NBC 
Radio— 1958 pro championship game! 


In addition to an active networks schedule, Joe conducts a daily 
sports show on WSBT-TV. His ‘Boland With Sports’’ show is one of 
TV's best buys. 


With popular local personality shows and top CBS network shows, 
WSBT-TV dominates the $1,613,896,000 South Bend market. Latest 
ARB figures give WSBT-TV 47.8% share of sets in use, sign-on to 
sign-off. 


Get all the details about this market, and about remaining availabil- 
ities on ‘Boland With Sports” from your Raymer man or WSBT-TV. 


STATIONS 


South Bend, Indiana ¢ Channel 22 
Ask Paul H. Raymer Company ° National Representative 
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© King Features Syndicate Inc. of KOCO-TV’s First Year’s Revenue! 


4 


ESE 





8 PO fen ty 


Pew 2 
agate 


ZB I 
= 


EL 


Dallas, 1511 Bryan Street, Riverside 7-8553 
Los Angeles, 400 S. Beverly Drive, CRestview 6-5886 


TV's Power Products are New York, 247 Park Avenue, MUrray Hill 7-7800 
raring to go for you. Call, . ig " Chicago, 75 East Wacker Drive, DEarborn 2-2030 


L 


write or wire today! 
UNITED ARTISTS ASSOCIATED, inc. 
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The Christmas Tree at the White House . . . a symbol 
of peace and happiness across America. 


own throughout the nation 


The Storer stations, both radio and television, 
extend to you their very best wishes for the 
Holiday Season, and pledge their continuing 
efforts to serve the interests of their individual 
communities. Though national in stature. 
Storer stations always will remain dedicated 
to the service of their local citizens. 


Storer Broadcasting Company 


Radio Television 
Philadelphia, WIBG Detroit, WJIBK-TV 
Detroit, WJIBK Cleveland, WJIW-TV 
Cleveland, WJW Atlanta, WAGA-TV 


ae Se Milwaukee, WITI-TV 
0 > 
ieieat ae Toledo, WSPD-TV 


Los Angeles, KPOP 


you know where you’re going with a STORER station 





THE NATIONAL FOOTBALL LEAGUE PRESEN\| 


hiladelphia Eagles New York Giants Detroit Lions Chicago Ca 
ittsburgh Steelers Green Bay Packers Chicago Bears Cleveland 8 
/ashington Redskins San Francisco 49ers Baltimore Colts Los Angeles 2; 


HE BEST OF'59 PRO FOOTBALL/FULL HOUR, FULL GA\ 
MPACT/TO START ON OR ABOUT JANUARY 20, 1% 


lere they come — the 26 top games of the '59 Pro season, featuring every team in both the Wester); 
astern Divisions of the National Football League. You see every great second of every great play in.’ 
our program, eliminating only non-action delays. So get set for a great run! Get full details to; 


VW 


hone or wire collect: Mel Schlank, President, World-Wide Television Sales Corp., 41 E. 42nd St., N. Y., N. ¥.: MUrray Hill 7 
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WHAT’S AHEAD BEHIND THE SCENES Te J & = & C O p & 


West-Coast Schedule 

The first week in January marks the start of a new spot 
drive for Zee and Chiffon tissues, towels and other paper 
products from Crown Zellerbach Corp. Day and late-night 
minutes and 20's will run in Seattle, Yakima, Spokane, 
Portland, Salinas, Fresno, San Francisco, Sacramento, 
Stockton, Salt Lake City, Bakersfield, Los Angeles, San 
Diego, Phoenix and Honolulu for both brands, and for 
Zee alone in Reno, Boise, Denver, Albuquerque, El Paso, 
Dallas, Ft. Worth and Shreveport. Dick Clark, media di- 
rector at Cunningham & Walsh, Inc., San Francisco, is the 
contact. 


Tv 11 per cent of Advertising Total 

This year estimated network and national spot television 
billings are expected to total $1,225 million, or 11 per 
cent of the estimated $11.05 billion for all advertising. 
Last year the two tv divisions accounted for 10 per cent 
of the national total with $1,106 million, as compared to 


$10.3 billion. 


Re-runs Run Into Money 

Income from re-runs of established television properties 
can be astronomical, it’s pretty generally agreed in the 
trade. Latest example of this is a report that Warner Bros. 
Ty turned down a $12-million offer to re-run rights on 
all of its current television properties. The offer, made by a 
group headed by Rod Erickson, who is setting up his own 
company in the international field (see Film Report, page 
42), simply wasn’t high enough. 


New Products Mean Tests 

Colgate-Palmolive Co. set a new and unnamed product 
at Street & Finney, Inc., with a C-P spokesman noting it’s 
one of several new items slated for test markets after the 
first of next year. Colgate’s detergent bar, Spree, which 
has been using spot in limited markets will expand shortly 
into southern markets and northern states around 
Michigan. McCann-Erickson handles Spree. Shulton, Inc., 
having used tv for various products through Wesley As- 
sociates, set Desert Dri deodorant and another product at 
Benton & Bowles and its 3-Way Curl Spray at DCS&S. 
While major ad budgets are not being apportioned to these 
products, both will be using tv in the future. 


Young Housewives Tv Watchers 

Confirming previous studies showing that tv attracts 
the younger housewife is a new Television Advertising 
Representatives report which reveals that the percentage of 
women viewers between 18 and 34 is nearly a third larger 
than the audience of women 50 and over. Report shows 
that 39 per cent of the women in the younger age group 
watch tv in the early evening, as compared with 28 per 
cent of older women. In the late-evening hours 41 per cent 
of the younger group watch, as compared with 26 per cent 
of the older group. 


H & B Readies Two More Shows 

Producing original cartoons for television, often dis- 
missed as a costly and unrewarding occupation, can really 
pay off if you’ve got the right formula. Hanna & Barbera 
Productions, Inc. (Ruff & Reddy, Huckleberry Hound, 
Quick Draw McGraw) has concluded an agreement with 
Bilingual International in Japan in anticipation of the sale 
on a national level of two cartoon properties. The agree- 
ment calls for H&B to supply the storyboards and character 
creations, while the Japanese firm is to do the animation 
and filming. Other overseas affiliations (Rome, Copen- 
hagen) are being considered by the production firm. One 
of the new properties is a nighttime adult cartoon show 
and the other is a half-hour, three-episode cartoon with 
one principal character. 


Progresso Progresses 

Chicago should be the next market added shortly to the 
expanding video schedule of Progresso Foods, according 
to president Carlo Vinti of Carlo Vinti Advertising, Inc., 
New York. The fall-spring campaign currently covers 
Buffalo, Washington, Boston, Baltimore, Philadelphia, 
New Haven, Pittsburgh, Detroit and New York with a 
variety of syndicated programs—Four Just Men, Shotgun 
Slade, Bishop Sheen—used on an alternate-week basis on 
a single station per market. Some markets were bought 
every week; others, such as Washington, D. C., where the 
hour-long Night Court is used, and New York, where two 
channels are used, also get spot placements. Program buys 
were set for 26 and 39 weeks. 


New Tube Tried in St. Louis 

Second station to use the new GE super-sensitive image 
orthicon camera tube is KPLR-TV St. Louis. The tube was 
developed through the cooperation of WLW-T Cincinnati, 
Crosley and GE engineers (see Newsfront, page 23). It 
makes possible shooting live color with no more light than 
is used for black-and-white television. The channel 11 St. 
Louis station is experimenting with the tube for sports 
programs where lighting is uncertain. 


Spot Flurry from Fluff 

A test campaign that extends through next July is under 
way in New York for Bonnie Fluff, a new washing product 
made by Ammo-Lan, Inc., which also makes Bonnie 
Lanolin ammonia. Fluff is being introduced via minute 
films on wor-Tv New York, getting 18 spots and the 
ammonia seven in a 25-per-week frequency. The company 
has regional distribution including New York, New Jersey, 
Pennsylvania and lower Connecticut—with distributor ar- 
rangements as far west as Chicago—and expects to launch 
a major drive after the first of the year. It’s planned to set 
additional New York stations, with moves into other mar- 
kets following. Media director Leslie Wiener is the contact 
at Venet Advertising Agency, Inc., Irvington, N. J. 
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GREAT 
MUSIC 
FROM 
CHICAGO 


Sundays—8 to 9 p.m., the finest 
musical series ever seen on television, 
featuring: 


The Chicago Symphony Orchestra. 
Deems Taylor, commentator. 


World-famous conductors—Dr. Fritz 
Reiner, Sir Thomas Beecham, Sir 
John Barbirolli, Howard Barlow, 
Alfred Wallenstein, Walter Hendl, 
Andre Kostelanetz, Arthur Fiedler, 
Robert Trendler, Igor Markevitch 
and Izler Solomon. 

Renowned artists of the opera and 
concert stages—Dorothy Kirsten, 
Alo) ebe mi Ce @re)ttebeoMmOsu-belamlejet-betel- com 
Byron Janis, William Miller, Walter 
Hendl, Rosalind Elias and George 
Tozzi. 

World’s best jazz artists—Count 
Basie, Woody Herman, Joe Williams, 
Kai Winding, Sarah Vaughn, and 
OFA ‘a Ore) (em 


Another example of responsibility to 
the community we serve. 


Live and in color on 


WGN-TV 


CHANNEL 9 





441 N. Michigan Ave.— Chicago 11, Ill. 














Sponsored by, RCA,'United Air Lines, and Carson Pirie Scott & Co. 
s 
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Everything 














Always shoot it on EASTMAN FILM... . You'll be glad you did! 











under control! 


With film, you can edit to your heart's 
content—remove ‘‘fluffs,’’ highlight 
the laughs. No end to the tricks in 
this trade, only possible with film. 


You're in the driver's seat at all times 
...in control, too, of time and station, 
whatever markets you seek. 


As a matter of fact, film does three 
things for you... 3 big important 
things: 

1. Gives you the high-polish, razor- 
sharp commercials you’ve come to 
expect... fluff-free . .. sure. 

2. Gives you coverage with full pre- 
test opportunities. 

3. Retains residual values. 


For more information write: 
Motion Picture Film Department 


EASTMAN KODAK COMPANY 
Rochester 4, N.Y. 


East Coast Division 
342 Madison Avenue 
New York 17, N.Y. 


Midwest Division 
130 East Randolph Drive 
Chicago 1, Ill. 


West Coast Division 
6706 Santa Monica Blvd. 
Hollywood 38, Calif. 


or 


W. J. German, Inc. 
Agents for the sale and distribution of 
Eastman Professional Motion Picture Films 
Fort Lee, N.J.; Chicago, Ill.; 
Hollywood, Calif. 





TvB Reminiscences 
For your most excellent five-year 
story on TvB, may I express my 
thanks. . . . Your picture treatment 
was a subject of much conversation 
at the annual meeting and was a start- 
ing point for reminiscences among the 
old-timers present. . . . 
NorMaN E, Cas 
President 
Television Bureau of Advertising 


New York City 


. an excellent . . . origin and his- 
tory thus far of the Television Bureau 
of Advertising. I saw many people 
reading it thoroughly at the time of 
the TvB meeting in Chicago. .. . 

Ciair R. McCoLLoucu 
President & General Manager 
WGAL-TV Lancaster 


Triggered Letters 
. the article on the Hender- 
son Agency . . . triggered a flood 
of letters from people I haven’t seen 
in years. I’d like you to know that 
TELEVISION AGE is one publication 
that I always make time to read— 
even if I have to read it at home... 
Donato L. Daicu 
Television-Radio Director 
Henderson Adv. 
Greenville, S. C. 


Vote of Confidence 
I have looked over the magazines 
in the field and found TELEVISION AGE 
to be the best and the most recom- 
mendable one. I would like to obtain 
your permission to publish some of 
your articles in a soon-to-be-published 
Japanese television trade publication. 
Japanese commercial television has 
made tremendous expansion during a 
very short period of time in the past, 
and now it has grown to such an ex- 
tent where American television indus- 
try looks upon it as a highly promised 

market. 

SaToRU [wal 
President 
Nippo Kokoku Advertising Agency 
Tokyo, Japan 








WN 


SWEET SUCCESS 
adds the measurement of 
success that helps you 
get low cost-per-thousand 
sales...a unique format 
that provides the ideal 
climate for your 

sales message. 


Created and produced by 
Jack Douglas, three-time 
Emmy Award winner. 


INDEPENDENT 
TELEVISION 
CORPORATION 


488 MADISON AVE. * N.Y. 22 + PL 5-2100 
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LT: is the executive task force of a company of 
unusual interest to broadcasting, business, education, 
science and the government. It is the management group 
of Ampex Professional Products Company, a division of 
Ampex Corporation totally integrated to fulfill the 
expanding needs for audio and video equipment of 
advanced design and exceptional performance. 


The company reflects the rapidly growing importance 
of magnetic tape technology, an importance which ac- 
quired enormous significance when Ampex developed 
and introduced the Videotape* Television Recorder in 
1956. This milestone in television, which came only nine 
years after Ampex introduced the first professional qual- 
ity audio tape recorder, was only the beginning. To 
realize the promise of the future in this rapidly matur- 
ing technology, Ampex has formed this company to spe- 
cialize in the needs of the broadcasters, business men, 
scientists, educators, and the government. 





Quality is inherent in Ampex products. To provide re- 
lated equipment of comparable quality to the Videotape 
Television Recorder, the Video Products Division of 
Ampex Professional Products Company will also market 
the Marconi Mark IV television camera, the English 
Electric Valve 414” Image Orthicon Camera Tube, Con- 
rac monitors, Tektronix test equipment, Telechrome test 
and special effects equipment, Houston-Fearless TV 
camera mounts and other studio gear, as well as vehicles 
for custom-designed mobile tape recording facilities. 


The Professional Audio Division continues in manufac- 
turing and marketing professional tape recording and 
duplicating equipment for radio stations, commercial 
recording and duplicating companies. Ampex audio 
equipment is acknowledged the symbol of excellence by 
each industry for which it was designed. New develop- 
ments in process in audio recording will result in further 
contributions to the state of the art. 





KEY EXECUTIVE PERSONNEL 


PROFESSIONAL PRODUCTS COMPANY 


1, Neal K. McNaughten, Vice President, Ampex Corporation; 


Manager, Ampex Professional Products Company. 


VIDEO PRODUCTS DIVISION 
3. Thomas E. Davis, Division Manager 


8. Jack Woolley, Manager of Marketing 
Administration 


§. Jack Hauser, Manager of Merchandising 
10. Ross Snyder, Manager of Video Products 
11. Charles Ginsburg, Manager of Video Engineering 
12. Tom Merson, Manager of National Sales 


PROFESSIONAL AUDIO PRODUCTS DIVISION 


2. Frank G. Lennert, Division Manager and Acting 
Manager of Professional Audio Engineering 


14. C. Robert Paulson, Manager of Marketing 
15. La Verne Foster, Manager of Administration 
13. Gerald Miller, Manager of National Sales 


MARKET PLANNING 
16. Robert A. Miner, Manager 


MANUFACTURING DIVISION 

4. Arthur P. Kromer, Division Manager 
QUALITY CONTROL DIVISION 

5. William J. Rolly, Division Manager 
OPERATIONS & FINANCE DIVISION 

6. Ray S. Stewart, Division Manager 
PERSONNEL DIVISION 

7. Theodore T. Scudder, Jr., Division Manager 


MAJOR BROADCAST PRODUCTS 


VIDEO PRODUCTS DIVISION 

A. VR-1000B Videotape Recorder Console 

B. VR-1000B Monochrome Electronics 

C. VR-1010 Color Electronics 

D. Marconi Mark IV TV Camera** 

E. English Electric Valve 7389 442” Image 
Orthicon Camera Tube** 

F. Houston-Fearless TV Camera Mount** 


PROFESSIONAL AUDIO PRODUCTS DIVISION 
G. Model 351-2 Rack-Type Stereophonic Recorder 
H. Model 300-C Single-Channel Console Recorder 


1. Model 351-C Console Recorder with Single- 
Channel Electronics 


J. Model 351-2P Portable Stereophonic Recorder 


OTHER PROFESSIONAL PRODUCTS (not shown) 
Mobile Tape Recording Facilities 

Conrac Monitors, Tektronix Test Equipment** 
Telechrome Test & Special Effects Equipment** 
352 Series Single-Channel Reproducers 

Tape Duplicator Systems 

Stereophonic Theatre Sound Systems 


REDWOOD CITY 
CALIFORNIA 


AMPEX PROFESSIONAL PRODUCTS COMPANY 


*T.M. Ampex Corporation 
** Marketed only 















WSYR-TV 


PLUS! 


WSYE-TV 


DOMINATES CENTRAL NEW YORK 


WSYR-TV ALONE DELIVERS 44,287 MORE HOMES 
THAN ITS COMPETITOR 
é 
WSYR-TV AND ITS SATELLITE, WSYE-TV, DELIVER 
73,089 MORE HOMES THAN ITS COMPETITOR 













° Watertown 





Rochester @ : ‘ous 
WSYR-TV a: 


SYRACUSE, N.Y. 
@Cortland 





SYRACUSE, N. Y. 
ws : R : e a v Channel 3 + 100 KW 


NBC Ret es ae one Plus WSYE-TV channel 18 


aad ty cnr 
Affiliat Rede AR So ELMIRA, N.Y. 


Get the Full Story from HARRINGTON, RIGHTER & PARSONS 
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Business barometer 


National spot's gain in October billings was one of the best in television's 
history. 





The Business Barometer report shows October spot was 29.0 per cent ahead of Septem- 
ber billings. This came on top of a 19.3-per-cent gain in September over 


y August. 


4 comparison of October spot with that a year ago shows a gain of 14.2 per cent. 











The continued growth of national spot seems to support the contention of many re- 
ES searchers that spot 
will eventually be a 
more important segment 
of television billings 
than network. This is 
R an encouraging trend 
from the station view- 
point, since station 
profits are deter- 
mined in large measure 
by their spot bill- 
ings. 


SPOT BUSINESS 


Oct. Nev Dec, Jan. Feb. Mar Apr. May June July Au Sept. Oct 


160 


140 

Comparing October 1959 spot 
gains over September 
for previous years 
shows that it is well 
up on the list of per- 
centages. In 1954 Oc- 
tober spot billings 
were up 27.8 per cent. 
In 1955 the gain was 
27.7 per cent; 1956, 
22 per cent; 1957, 
22.2 per cent; 1958, 
35 per cent, and this 
year, 29 per cent. 
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The chart shows month-by-month 
comparisons for spot 
for the past three 
years. 
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Spot normally drops in Novem- 

ber and may be ex- 

pected to follow the 

same trend this year. ee a ee 
? The steel strike and 
some cutbacks in steel-product advertising may have a slight adverse effect 
on total billing. 











The Business Barometer report for local and network billings for October will appear 
in the December 28th issue of TELEVISION AGE. 
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For the Picture of Pictures... 
TAPE IT RCA! 
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WITH 


SPARKLING REALISM... 


~ 


ON RCA TV TAPE! 


One glass of cool, frosty seaheenaelh esis \our viewers with its sparkling real- 
ism—can make more people go out and’ buy than 10, 000 words! Your local live com- 
mercials can attain the highest standards of picture quality. Whether it’s beer, or 
pop, or pies, or cars, you see the product\ features \ in sharpest detail on RCA TV 
Tape. Designed for color picture perfection \ the RCA TV Tape Recorder adds an 
extra bonus to black and white, producing ie \vhich are exceptionally clear 
and crisp. Tapes made or played on RCA equipment give best possible results. 
Among its advanced features your engineer will p mimend are electronic quadrature 
adjustment, sync regeneration, four-channel playback equalization and built-in test 
equipment. See your RCA Representative or write tg RCA, Dept. TR-4, Building 
15-1, Camden, N. J. In Canada: RCA VICTOR Cpmpany Limited, Montreal. 


j 
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ANOTHER WAY RCA SERVES INDUSTRY THROUGA ELECTRONICS 


RADIO CORPORATIO v of AMERICA 
BROADCAST AND/TELEVIS! N EQUIPMENT 
CAMDEN, yy J. 
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GOLDEN TRIANGLE 





the bulk of this buying population 
(Jackson, Lansing and Battle Creek 
—the Golden Triangle) receives a 


CITY GRADE SIGNAL FROM 


WILX-TV 


Only WILX-TV can offer such powerful coverage in this rich, heavily populated market! 


RIGHT NOW... is the time to contact 
VENARD, RINTOUL & McCONNELL, INC. 


WILX-TV’s 8 signal area, which includes Michigan's GOLDEN TRIANGLE 


of Jackson, Lansing and Battle Creek, ranks as the 


1" LARGEST 


POPULATION MARKET IN THE NATION* 


*(Based on SRDS Consumer Market Data) 


San Francisco-Oakland 


Boston 
Pittsburgh 


Washington D.C. 


St. Louis 


for complete market information 


WILX-TV 
CHANNEL 10) 


SERVING MICHIGAN'S 
GOLDEN TRIANGLE 














Tube opens new color television vista...... page 23 


4.5 million see CBS, NBC color programs .... page 25 


Researchers ask what people want from tv... page 50 


Color Advance 

The cooperation on color develop- 
ment which RCA executives have 
openly courted for several years is 
rapidly becoming an important factor 
in color progress. The just-announced 
breakthrough on light needed for tele- 
casting in color came through the 
joint efforts of General Electric engi- 
neers and color-minded Crosley Broad- 
casting executives. It was demonstrated 
for the first time in the studios of 
NBC-TV and with the blessing of 
parent company RCA. 

By cutting the light requirements to 
the point that only 1/10th to 1/20th 
as much is needed as was used by the 
standard image orthicon, the new 
physically and _ electrically  inter- 
changeable camera tube makes pos- 
sible colorcasting where it was im- 
possible before. 

Crosley has successfully colorcast 
and fed to the NBC-TV_ network 
basketball games played at night. No 
extra lighting was necessary, yet the 
home picture was sharp and clear— 
comparable in every way with black- 
and-white telecasts. The possibilities 
of the tube for color seem endless. 
With it, the national conventions can 
be colorcast. Any play, parade, sport- 
ing or news event can be shown in 
living color with splendid results. 

Development of the tube came after 
Crosley Broadcasting president R. E. 
Dunville asked for experiments with 
night telecasting of Cincinnati base- 
ball games. With chief engineer 
Howard Lepple, experiments were 
first made with standard tubes. Hear- 
ing of a more efficient tube which GE 
was developing for the armed services, 
that company was contacted and ex- 
periments set up. Together the tubes 
were developed and tested with such 
success that they are now being offered 
to the industry generally. 

The new tube needs so little light 


that it can produce usable black-and- 
white pictures at one foot-candle of 
scene illumination, compared to the 
10 foot-candles now needed. Studio 
colorcasts can be produced under 
normal black-and-white lighting levels, 
making possible station use of present 
studios and lighting equipment and 
eliminating expensive additional 
lights. Costs of the new tubes are 
approximately twice that of standard 
image orthicons, but experience seems 
to show that they will outlast the 
older models by a considerable length 
of time. 

GE engineers point out that the new 
tube is not susceptible to “burn-in,” 
the damage caused when standard 
tubes were pointed toward an un- 
usually bright light for a period of 
time. Another defect in the old tube— 
“stickiness,” or tendency to retain an 
old image when it is focused on a new 
subject—is virtually eliminated. 

Sample tubes are available to sta- 
tions at once, while quantity orders 
can be scheduled with slight delay, 
GE reports. 

In presenting their demonstration 





Dr. Peter Wargo, manager of GE 


camera tube engineering, points out 
the super-sensitive target in the new 
image orthicon to general manager 


J. F. McAllister. 


THE WAY IT HAPPENED Ne WS front 






of the results obtained from the new 
tube, Crosley Broadcasting used color 
video tape, staging two New York 
showings before some 200 agency and 
press observers. Next year Crosley’s 
WLW-T Cincinnati will colorcast 23 
home ball games, 10 at night, and 
expects to raise its total weekly net- 
work and local colorcasts to some 40 
hours a week. 

President Dunville reports that in 
the Cincinnati area RCA color re- 
ceivers are selling two-to-one as com- 
pared with black-and-white, while the 
Admiral color sets, which were intro- 


duced this fall, are sold out. 


Tube Reactions 


“Impressive” was the keyword ap- 
plied to the showing of the newly de- 
veloped GE/Crosley color tube by a 
group of video-minded executives 
from agencies and advertisers. All ap- 
peared in agreement that the innova- 
tion could not fail to result in in- 
creased color programming—which, 
in turn, will advance set sales and the 
future of color in general. 

“Possibly the most important 
point,” said Pete Mathews, vice presi- 
dent and director of media relations 
at Young & Rubicam, Inc., “is that 
local stations will now be able to do 
color production previously prohibi- 
tive due to cost. Without studio modi- 
fications and new light installations, 
they'll be able to do a variety of 
shows. Although the price of a color 
receiver is still high, a notable increase 
in the amount of color programming 
offered viewers may offset that diffi- 
culty. Technically, the tube did every- 
thing claimed for it as far as clarity 
and brightness of picture were con- 
cerned.” 

A media executive for a major con- 
cern which will be a_ participating 
sponsor in the colorcasts of Cincin- 
nati Redlegs baseball next summer 
over Crosley outlet WLW-T called the 
new camera tube “fascinating in its 
possibilities.” 


Cameras will be able to move into 
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The average 


radio-oriented housewife 


spends nearly 


one-fifth of her life — 
or almost 30 per cent 
of her waking hours — ° 
listening to the radio. 


Spot radio advertisers 


have 12 times 
more opportunity 
to reach housewives 


than those using newspapers, 
as these high buying-powered, 


F HER 


LIFE 


radio-active 
homemakers 
spend only 
23.4 minutes 
per weekday 


with newspapers! 


These and other 
fascinating advertising 
and selling facts 


are revealed 


in a brand new study 
made for H-R by 

Market Planning Corp. 
*(McCann-Erickson, Inc.) 
and published 


by H-Rina 


colorful brochure 


as another 


industry service. 


Write for 
your copy of 


‘The Case of the 
Radio-Active Housewife.” 


, 
ONE-FIFTH 


MOR HR Television, Ine. 
Representatives 


tena 
































“We always send a man 
to do a man's job” 


New York 
Chicago 

San Francisco 
Hollywood 
Dallas 

Detroit 

Atlanta 
Houston 

New Orleans 
Des Moines 











suf mnnarkets, offices, taxis and sim- 
ilar “difficult” spots, he said, with a 
flexibility even better than a news 
photographer's. “In a studio the big 
problem with commercials was that 
color’s lighting requirements caused 
actors to perspire, cakes to melt and 
so forth. Now the heat matter is licked. 
We'll be doing our commercials in 
color on the ball games—not only be- 
cause of the new tube, but because 
we're very impressed by the color-set 
sales figures furnished by Crosley in 
its markets.” 

Another agency executive—Jack 
Owen, broadcast supervisor at Foote, 
Cone & Belding, Inc., who has worked 
extensively in color commercial pro- 
duction on Hallmark’s Hall of Fame 
and other programs—said a whole 
new range of color programming 
would be opened by the tube. “The 
networks certainly are thinking of the 
interest color will add to the conven- 
tions next year. And getting a decent 
picture in a gym or on a ball field 
without intense light is a great step 
forward. Outdoor color still presents 
problems in controlling tints, particu- 
larly in late afternoon when lighting 
conditions change, but the new tube 
may help solve them as it’s worked 
with more and more. It can’t miss in 
getting more people to see color shows 
more often, and that’s an important 
thing that will speed color’s total ac- 
ceptance. You can’t fight progress— 
which is what color tv represents.” 


Color for Millions 

A total of 4,579,000 viewers 
watched color television programs on 
the evening of Nov. 9, according to 
Walter Marxmeyer, vice president of 
Sindlinger & Co. 

On that date there were two color 
television programs on concurrently— 
The Du Pont Show of the Month with 
I, Don Quixote at 9:30-11 p.m. and 
The Steve Allen Show at 10-11 p.m. 

Results of a phone survey released 
by the Sindlinger Television Activity 
Service mark the first time data on 
the size of color tv program audience 
have been made available, says Mr. 
Marxmeyer. 

The research* company, which uses 
as its total color-set figure for the 


President Brown Bolte, of SSC&B, explains how the agency will use its new 
$150,000 tv studio and test kitchen to make betier commercials for its many 


package-goods clients. 


country 509,000, (409,000 in homes, 
100,000 in public places), estimated 
that in-home color sets in use that 
night were 347,000. The wide figure 
variance between audience size and 
set count is explained by the fact that 
interviewers found from one to 36 
viewers per set. 

For 1, Don Quixote the audience 
size for black-and-white in home 
viewing was 21,412,000, for color 
2,073,000. Public-place viewing-audi- 
ence size for black-and-white was 
419,000, against 617,000 for color. 
The total audience of 24,421,000 
represents 21,831,000 b&w and 2,- 
690,000 color. The color sets in use 
for the program were 272,000, or 7.6 
views per set. 

Steven Allen audience size for b&w 
in home viewing was 21,289,000, with 
another 1,747,000 watching color. 
Public-place viewing figures show 
723,000 watched the show in black- 
and-white, and 142,000 watched color. 
The total audience of 23,901,000 
represents 22,012,000 black-and-white 
plus 1,889,000 color. Color sets in use 
for the program were 246,000, or 7.1 
viewers per set. 

The color estimates are a part of 
the Sindlinger survey n which 
bases its reports on a continuously 
changing sample of approximately 
1,600 homes per day, covering 287 
counties throughout the U. S. Tele- 
phone interviews are conducted within 
24 hours of a telecast, with questions 


aimed at determining quality or 


“depth” of audience. 


Better Commercials 

How do you make a better tv com- 
mercial? The best way, the planners 
at Sullivan, Stauffer, Colwell & Bayles 
believe, is to give creative people an 
opportunity to develop their ideas, 
then try them out on camera so that 
they can see just how effective the re- 
sults can be made. 

Want to show a piece of cake to best 
advantage? Sounds easy, but is it? 
First you think of America’s favorite, 
a slice of luscious chocolate. That's 
out without even a screen test, since 
smart producers know that chocolate 
cake is too dark to photograph well. 
Okay, how about a white cake with 
chocolate frosting? Much better, but 
still a dark frosting fails to catch high 
lights. 

So a slice of white cake goes on 
camera. Another improvement. The 
frosting, fairly melts in your mouth, 
but still the slice looks scrawny, un- 
dernourished, even though it is a 
standard size, customafily served in 
average homes. Easy to remedy. Try 
a mammoth piece—the size usually 
carved by just-home schoolboys al- 
lowed to cut their own. 

Now the shot is shaping up. Only a 
dozen changes of background, an ad- 
justment of position (more full-face 


(Continued on page 49) 
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C) O Variety of plans offered 


by ABC-TV, CBS-TV, NBC-TV 
OC attract former spot users 


he current television season presents an ar- regional areas of their choosing. 


resting departure from previous ones in that & Consequently, the network medium is attract- 
a word usually associated with spot advertising ing a growing number of advertisers who pre- 
has become ever more closely connected with net- O viously used only spot schedules. And each 
work buys. O account often not only uses network in a different 


The word is flexibility. way, but for different reasons. 


An advertiser interested in using network tele- A basic aid for network-interested companies 
vision no longer needs a million-dollar budget to was the adoption of a “minimum-dollar” buying 
cover a 52- or 26-week schedule. Nor does he even pattern on all three services, whereby an adver- 
need nationwide distribution. So flexible has net- tiser is enabled virtually to pick his own markets 
work buying become that, almost as if they were so long as their total cost reaches a set amount. 
using spot tv, advertisers are using the medium (In the case of NBC-TV, the minimum cost is 





virtually at will for brief “flight” schedules dur- ‘e) $95,000 per hour, or $57,000 per half-hour— 


ing seasonal peaks, and often in markets or with the price covering about the country’s 60 top 














markets. The CBS-TV hour cost is 
$104,000 and the half-hour cost about 
$62,000 for a network which covers 
80 per cent of the U. S. At ABC-TV, 
the hour cost is $80,000 and the half- 
hour price $48,000.) 

While all networks naturally want 
advertisers using their facilities to in- 
clude owned-and-operated stations in 
any buy, and while they tend to solicit 
clients who will use the largest nation- 
wide network coverage and may reject 
those whose buys might leave a sub- 
stantial portion of the country without 
network service, the “pick your line- 
up” system has been a boon to a num- 
ber of regional advertisers or large 
concerns which lack distribution in a 
part of the country. 

Of particular interest to regional 
advertisers are the various sports pro- 
grams carried on network, usually 
with a handful of such advertisers 
sharing the shows’ costs in different 
areas. One advertiser, however, who 
was solely in spot until this year, but 
who now uses nighttime network— 
largely because the medium can be 






Spot-user Anahist’s on Person To Person .. . 


bought in needed markets—is H-A 
Hair Arranger, a product of Boyer 
International Laboratories, Inc. 

“H.-A built its business largely with 
spot tv (95 per cent) and radio,” said 
account executive Ralph Trieger at R. 
Jack Scott, Inc., Chicago. “Last 
spring, we bought tv schedules in 
about 55 markets—the largest single 
buy we had yet undertaken. Our mar- 
keting plan at that time was to set the 
placements in existing markets rather 
than take on new ones as we'd done 
for the previous three years. H-A sales 
had increased 20-40 per cent during 
each of those years, but by con- 
stantly opening new markets we could 
not tell how sales were holding in ex- 
isting areas. Spring represented a con- 
solidation period while we formulated 
plans to open up another part of the 
C= 

The product on which the Scott 
agency works has long been sold in 
Texas, Oklahoma and the southwest. 
In recent years it expanded across the 
country until it had distribution 
from Indianapolis west, excluding the 


. . . and Bronco, among others 


Pacific Northwest. As distribution 
grew, the possibilities of a regional 
network show were considered. Early 
deals never reached a conclusion, Mr. 
Trieger noted, because of difficulties 
in finding matching advertisers, agree. 
ing on market lists and similar prob- 
lems. 

“This fall,” he said, “we were able 
to complete a buy on NBC-TV for half 
of Troubleshooters. Philip Morris 
shares the programs. We sponsor the 
show from Pennsylvania westward. 
The buy represents a 50-per-cent 
budget increase for the client, and 
will replace our spot money at least 
into 1960.” 

An interesting point about the 
schedule, he pointed out, is that H-A 
is using a network show to open up 
distribution in six states, including 
Michigan and Ohio, which are impor- 
tant to it because of population. “This 
is not done too often,” he said, “since 
network’s always been thought of as 
the medium for the big-money boys 
with solid distribution.” 

Thus far, the account man noted, 

















99 sales are up 20 per cent over last 
year’s. Selling at half the price of 
some of the newer hair products, H-A 
is doing well in highly competitive 
markets. 

Looking at the over-all situation, 
Mr. Trieger said that in addition to 
network’s evident advantages of pres- 
tige, nighttime reach, etc., “triple 
spotting is driving advertisers into 
using network shows for their spot 
campaigns.” 

Network programs used for “spot 
campaigns” referred to are the so- 
called “spot-carriers” now offered by 
all three networks, Such shows as 
ABC-TV’s The Alaskans, Cheyenne, 
Bronco and many more, CBS-TV’s 
The Line-Up and Rawhide and NBC- 
TV’s Riverboat, Five Fingers and 






Line-Up in first network buy for Peter Paul, Corning 


Laramie are strongly supported by ad- 
vertisers once solely in spot. 

On existing programs such as these, 
the advertiser must accept the line-up 
of stations used by the network. He 
therefore needs strong nationwide dis- 
tribution for the greatest effectiveness. 
But, outside of that, there are few 
limitations on his purchase. 

In its programs, ABC-TV will sell 
an advertiser a single minute in a 
single show on a one-time basis if an 
epening is available. CBS-TV sells its 
programs in thirds at about $40,000 
per third, or for two one-minute com- 
mercials. Here also one-time buys are 
accepted if the spots are open. 

A minimum of six one-thirds must 
be bought on NBC-TV_ programs, 
whether in hour-long shows or the 





half-hour Law of the Plainsman. “This 
means,” said a sales executive, “that 
12 minutes must be purchased in the 
hour shows—stretched over 12 weeks 
on a major-minor basis—and six 
minutes bought in the half-hour show. 
Of course, there are exceptions where 
we accommodate some advertisers for 
shorter periods, or where programs 
are bought in combination.” 

Because few restrictions exist, the 
spot-carriers can be carefully tested by 
companies making their initial moves 
into network. One such advertiser is 
Peter Paul, Inc., which—except for a 
daytime buy on The Arthur Godfrey 
Show some years ago—has concen- 
trated its video activity in spot. 

Last year, for its Mounds and 
Almond Joys candy bars, Peter Paul 
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used spot schedules in roughly 100 
markets, This year, while spot is still 
being utilized, the market list was cut 
back and commercials placed in The 
Line-Up and Rawhide for the Sept. 
30-Dec. 9 period. 

“The new methods of network sell- 
ing are particularly useful to the sea- 
sonal advertiser,” said an executive at 
Dancer-Fitzgerald-Sample, Inc., the 
Peter Paul agency. “The candy field 
is highly seasonal, and we never could 
have considered network on a long- 
term basis. 

“One thing that we’re looking for 
from the program schedules is a uni- 
formity of coverage not possible with 
spot. We’re getting full national ex- 
posure at the same time in each mar- 
ket, which should make it easier to 
correlate ad and sales results.” 

In the future, it was noted, Peter 
Paul will probably continue to use 
both network and spot schedules. “For 
complete coverage, including a num- 
ber of markets where the network ex- 
posure is weak or where competition 
makes extra effort necessary, spot will 
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H-A split deal on Troubleshooters 
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be used as at present. But early results 
of this first nighttime network buy are 
encouraging enough to insure that 
Peter Paul will be in network after the 
first of the year.” 

Another advertiser who joined the 
network ranks partly to get exposure 
during a seasonal selling peak, but for 
other reasons as well, is Corning Glass 
Works. Corning introduced its line of 
Pyroceram and Corningware cooking 
utensils last year with spot schedules 
in New England. As distribution grew, 
schedules were set market-by-market 
in other areas. This year, in prepara- 
tion for the heavy pre-Christmas gift 
period, placements were made in 66 
markets across the country. 

In addition, however, Corning 
bought schedules in several hour-long 
ABC-TV programs and in a single 
show on both CBS-TV and NBC-TV. 
The cominercials ran about four weeks 
on most of the shows, during Novem- 
ber and early December. 

According to Corning advertising 
executive Robert Natiello, the network 
buy offered an advantage not obtained 






Lanvin filmed Price Is Right spot 






in the spot schedules. “With the pro- 
grams,” he said, “we get nighttime’s 
dual audience for our minute com- 
mercials. They’re seen both by women 
who want our products themselves 
and by men who can buy them as 
gifts. Our spot placements are pre 
dominantly daytime, and consequent- 
ly reach only the female audience. 

“Secondly, with our lines now in 
wide distribution, we’re looking for 
network’s much greater reach, rather 
than the strong frequency of spot 
which we used to introduce the new 
merchandise. As the commercials are 
inside programs with story-lines, we 
also expect the audience to stay with 
them until the show continues—as op- 
posed to the dial-switching which goes 
on between shows and causes viewers 
to miss spot commercials at the 
breaks.” 

Still another seasonal advertiser 
turned to network for the first time 
this season, but in an entirely different 
way. The “one-shot special” has 
grown to be a common practice in 
television, but the case of Lanvin 





Bon-Ami, Durkee, many others use Jack Paar Show 


Parfums, Inc., is different from most. 

Under the direction of president 
Edouard Cournand, Lanvin bought a 
single performance of NBC-TV’s high- 
rated nighttime show, The Price Is 
Right. The Dec. 9 telecast, which ordi- 
narily would have been sponsored by 
Lever Bros. (alternating with Speidel 
watches), was paid for by Lanvin, 
with the network thereupon relieving 
Lever of its commitment for the night. 

“We were extremely fortunate,” 
said Mr. Cournand, “to get the show 
we wanted—one in which the acceni 
is on gifts and prices and fun, all of 
which are perfect to tie in with our 
commercials on perfume. We con- 


sidered other programs, but we 


wanted neither a spot-carrier nor a ‘ Gale Storm (above) 


western or similar show which had no 
merchandising value.” —— “Day in Court” (below) 

The prestige and merchandising . ‘ 
aspects of the network buy were noted 
by Lanvin’s tv-radio director Conrad 
Roth as “something we can’t get with 


ot s 
spot.” : ‘fe t 
For its Arpege and My Sin fra- ; + rd 


(Continued on page 75) . . . Bob Cummings . . . .. 
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T elevision will be the leading 
medium this year for gasoline and 
oil advertisers. 

For the first time more money will 
go into the sight-and-sound medium 
than into newspapers, which hereto- 
fore have always been gasoline and 
oil's advertising mainstay. 

W ith television taking well over $30 
million of the total advertising budget, 
newspapers will get a slightly smaller 
amount, probably around $29 million. 

“You are using more and more tele- 
vision for the very simple reason that 
television sells gasoline,” Norman E. 
Cash, president of TvB, told the 
American Petroleum Institute recent- 
ly. 

Gasoline advertising in newspapers 
declined from $32 million in 1956 to 
$28.6 in 1958, while in television gaso- 
line advertising increased from $20 
million in 1956 to $28 million in 1958, 
the television executive pointed out. 

Since most gasoline-and-oil-spon- 
sored television is in the area of spot, 
it has become one of that medium’s 
most important clients. Practically 
every major gasoline producer in the 
nation is a heavy user of spot tele- 
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Gasoline and oil 


Television is now 
the number-one medium 


for manufacturers 


of automotive fuel 
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vision. In addition, distributors and 
dealers are following up in their own 
areas with complementary programs 
supporting the campaigns of the man- 
ufacturers. 

Last year the top 100 spot television 
users included: Shell Oil Co., with 
$3.2 million; Marathon Corp., with 
$2.4 million; Esso Standard Oil, $2.4 
million; Standard Oil Co. of Indiana, 
$1.9 million; Gulf Oil Corp., $1.9 
million; Sun Oil Co., $1.8 million; 
Texas Co., $1.7 million; Phillips 
Petroleum Co., $1.7 million, and At- 
lantic Refining Co., $1.1 million. 

In addition, there were many 
smaller firms using sizable amounts of 
spot in their territories. Included 
were: Bardahl Oil Co., $762,000; 
Continental Oil Co., $558,000 ; Speed- 
way Petroleum, $531,000; Standard 
Oil of California, $1 million, and 
Standard Oil of Ohio, $766,000. 

Current campaigns of both large 
and small gasoline and oil advertisers 
include almost every type of tele- 
vision. Some of the smaller dealers 
and distributors are discussed in the 
capsule reports at the right of this 
page. Following in alphabetical order 





are more detailed reports on some of 


the larger companies: 


American Oil Co. is sponsoring 
ing the CBS Films syndication U. S. 
Border Patrol on an alternate-week 
basis in 61 markets. Stations carrying 
the program stretch from Maine to 
Mississippi, throughout the distribu- 
tion area of the company. Contracts 
were placed in April and are on a 52- 
week basis. 

CBS Films star Richard Webb, af 
U.S. Border Patrol, is just completing 
a four-week personal tour extending 
from New England to New Orleans, 
meeting with Amoco dealers and dis- 
tributors, taking part in television 
shows and making many other ap- 
pearances. 

American has a long history of sue- 
cess with television, having used net- 
work and sports shows as well as the 
film series. At present a few news and 
weather programs and various sports 
events are included in its schedule. In 
Louisville it sponsors one-third of the 
professional football games on WHAS- 
TV. Company executives have ex 
pressed satisfaction with results from 
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both the film program and the sports 
line-up. 

An example of distributor reaction 
to television is that of T. B. Chandler, 
Albany, Ga., who tells about signing 
up a new independent dealer who had 
used another brand of gasoline before 
seeing U. S. Border Patrol (7:30-8 
p.m., alternate Mondays) on WALB- 
tv Albany. “I feel that the program 
is definitely making friends for 
Amoco throughout the South Georgia 
area,” says Mr. Chandler. 

Typical placement of U. S. Border 
Patrol is that on WSFA-TV Montgomery 
(7:30-8 p.m., Sunday) ; wFBc-Tv Al- 
toona (7-7:30 p.m., Friday) ; WSLS-TV 
Roanoke (10:30-11 p.m., Sunday), 
and KYW-Tv Cleveland (7-7:30 p.m., 
Friday) . Effort was made to place all 
of the programs between 6:30 and 11 
p.m, in every market. 

In 1958 American Oil is estimated 
to have spent $400,000 in spot tele- 
vision. Placement is by the Joseph 
Katz New York office, handled by Rob- 


ert Rowell, associate media director. 


Atlantic Refining Co. continues 
(Continued on page 71) 
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Selling with Tv 


Ashland Oil & Aetna Co. has for the 
past four years been alternate sponsor for 
the half-hour live Saturday Nite Jamboree 
on wsAz-Tv Huntington-Charleston (7-7:30 
p.m.). The program features country 
music, square dancers and hymns. Ashland 
uses several other stations in its midwest- 
ern territory, spending about $50,000 in 
television during 1958. 


Bonded Oil is a tv sponsor in its mid- 
western market, buying spots on four sta- 
tions in Ohio and West Virginia. On 
wsaz-Tv Huntington Bonded has a sched- 
ule of 10-second spots which will run 
through April 1960. ID’s are also running 
throughout the schedule on wens-tv Colum- 
bus, wcepo-tv Cincinnati and wuH10-tv Day- 
ton. 


Champlin Oil Co. is using spot on sta- 
tions throughout its midwestern area, plac- 
ing campaigns through its agency, Tracey- 
Locke Co., Dallas. Currently about a dozen 
stations are carrying the spots. In Mason 
City, Towa, nine Champlin dealers have 
combined with company support to buy 
MCA’s Mike Hammer (10:30-11 p.m., 
Monday), on KGLO-Tv Mason City. Both 
film and live announcements are used, with 
the annual budget around $9,000. Dealers 
in the area report new business and in- 
creased sales traceable to the program. 


Godwin Oil Co., of Wilmington, N. C., 
distributors of Mobil products, sponsors the 





Ziv syndication Sea Hunt on wecr Wil- 
mington (7:30-8 p.m., Thursday) using 
live and film commercials. “We have 
found that half sponsorships of 30-minute 
tv films bring many new gas and oil ac- 
counts to our Mobil dealers,” says Ed God- 
win, president. Annual budget is around 
$6,000. 

“Television has been the most effective 
advertising I have ever used,” says Harold 
Grueskin, gasoline and oil dealer in 
Colorado Springs. “I can put my finger on 
the exact results.” Sponsor of a 30-minute 
live football-forecast program (8-8:30 p.m., 
Thursday) on xKrpo-tv Colorado Springs, 
Mr. Grueskin has been well pleased with 
the new business he is receiving. Budget 
for the show is $110 per week. 

Howard’s Union Service, of Redding, 
Cal., buys sports spots during games on 
Kvip-TV Redding. 

Sherer Oil Co., Johnstown, Pa., uses 
sports shows on WARD-TV Johnstown, spon- 
soring a 15-minute program each week-end, 
and is a major participant in the CBS 
Game of the Week alternate week-ends. 
“We have always been pleased with re- 
sults,” says Herb Sherer, secretary of the 
company. 

Sing Co., of Wilmington, N. C., has sev- 
eral gasoline and oil stations in the area, 
using ID’s and longer commercials on 
wecr. L. B. Parham, manager, says: “We 
cover this area with tv spot saturation, and 
it has proven very successful for Sing deal- 
ers.” Annual budget is around $1,200. 

(Continued on page 71) 
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Joe Dunford directs a live-action film for the U. S. Air Force 


Commercial producers emphasize top-quality directors, 


fter four years at the easy-to-re- 
member address, 46 West 46th 
St., Pelican Films is packing up its 
drawing boards and moving to 292 
Madison Ave. Agencies and clients 
should have no trouble, however, in 
remembering the new location, for 
Pelican has the kind of reputation 
that’s easy to keep in mind. 

The company, which specializes in 
the production of animated commer- 
cials, was founded in the spring of 
1954 by Jack Zander and Joe Dun- 
ford. Mr. Zander, who was at that 
time Director of Animation at Trans- 
film, has been a top animator since 
the 1930’s and is well-known for his 
work on the Tom and Jerry cartoons 
for MGM. Mr. Dunford was executive 
vice president at Depicto Films after 
a long association with the industrial 
film field, including service with 
Transfilm and the Jam Handy Organ- 
ization. 

Mr. Dunford explains, when asked 
why Pelican was established, that “it 
seemed like a good idea. Lots of people 
were doing it. We thought the field 
had great opportunities for expansion, 
and we seem to have been correct.” 
Pelican has not lagged behind the 
growth of the industry. Sales volume 
reached more than half a million in 
1958, and the fiscal year ending April 
1960 shows promise of being an ex- 
tremely good one since production 
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thus far is well above the previous 
year. 

In 1958 Pelican took its biggest step 
in enlarging operations with the ad- 
dition to the staff of Chris Ishii and 
Eli Feldman, both of whom were with 
UPA. Mr. Ishii, an exponent of de- 
joined Mr. 


Zander as a director of animation; Mr. 


sign in commercials, 
Feldman became Pelican’s first sales 
manager. 

Having two high-calibre directors 
with individual approaches and styles 
gives Pelican a valuable flexibility. 
Mr. Ishii likes to use design and spe- 
cial effects, while Mr. Zander relies 
more on traditional animation tech- 


Jack Zander 


People 
make 
Pelican 


designers and animators 


Animation stand-out 


niques. Such Pelican jobs as the ABC 
promotional ID’s, the L&M spots and 
the Robert Hall commercials have de- 
pended heavily on the fullness of 
movement and the proficiency of the 
animation; others, including a recent 
introductory film for Alcoa‘s new 
heavy-duty aluminum foil and a high- 
ly regarded minute for Windex, have 
depended on a design concept. “We 
felt,” says Mr. Dunford, “that there 
was a definite need for a studio that 
could handle both animation and de- 
sign and be prepared to meet the spec- 
ifications of any quality-minded 
client.” 


Mr. Feldman has also added new 
dimensions to the company. “Eli is 
our conscience,” says Mr. Dunford. 
“He keeps reminding us that service 
to our clients is equally as important 
as the quality of our product. What's 

(Continued on page 77) 
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Automobile 
spot up 


Billings in third 
quarter up 13.8 per cent, 


TvB report shows 


Top Spot 


1. Procter & Gamble Co.. 11,219,300 
2. Adell Chemical Co. .. 4,774,300 
3. General Foods Corp. 3,575,400 
4. Lever Brothers Co. .. 3,126,300 
5. Colgate-Palmolive Co. 3,106,600 
6. American Home 
Products Corp. ... 
7. Continental Baking 
(SE te 2s heen 2,625,200 
8. Warner-Lambert 
Pharma. Co. ..... 2,355,200 
9. Brown & Williamson 
Tobacco Co. ..... 2,327,500 
10. R. J. Reynolds 
Tobacco Co. ..... 2,223,400 
11. Bristol-Myers Co. ... 1,714,600 
12. Miles Laboratories, 
Ine. 1,629,900 
13. Kellogg Company ... 1,620,400 
14. Philip Morris, Inc. 1,371,300 
15. Galetie Co. ... 2... 1,278,200 
16. International Latex 
DN sande ane av's 1,248,900 
17. Carter Products, Inc. 1,210,100 
18. Texize Chemical Co. . 1,175,900 
19. Lanolin Plus, Inc. .. 1,031,000 
20. Ford Motor Co. 
Dealers 
21. Pabst Brewing Co. .. 
22. P. Lorillard & Co. .. 
23. General Motors Corp. 


2,981,600 


1,024,500 
986,800 
939,000 


937,800 


24. Anheuser-Busch, Inc.. 905,300 
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i appears as though automotive ad- 

vertisers, who made a substantial 
contribution to a 13.8-per-cent in- 
crease in spot television expenditures 
in the third quarter of this year over 
the comparable period in 1958, will 
be spending at least as much money 
in the fourth quarter, despite the steel 
situation. 

This much seems evident from the 
Television Bureau of Advertising’s 
third-quarter spot tv report, released 
this week, which shows that $133,- 
581,000 was invested in the medium 
in that period, an 18.0-per-cent in- 
crease over the $113,184,000 reported 
for the same period in 1958. The cur- 
rent total reflects reports from 348 


25. Drug Research Corp. 887,100 
26. Wesson Oil & 
Snow Drift 
. Associated Products, 
Inc. 827,100 
. Coca Cola Co. 
Bottlers 
. Pepsi Cola Co. 
Bottlers 
30. Corn Products Co. .. 
. Sterling Drug, Inc. . 
. Welch Grape Juice 
ca es 
33. Robert Hall 
Clothes, Inc. ..... 
. AmericanT obacco Co. 
. Avon Products, Inc. . 
36. General Mills, Inc. . . 
. Carling Brewing 
a SS ae 
. William Wrigley 
ee ne nee 
. Max Factor & Co. .. 
. Ralston-Purina Co. . . 
Sy & eee 
. Esso Standard Oil Co. 
. B.T. Babbitt Co., Inc. 
. Norwich Pharmacal 


887,000 


826,100 


823,900 
772,200 
747,500 


738,200 


733,200 
706,900 
696,200 
692,500 


679,500 


651,700 
651,700 
649,000 
645,700 
637,200 
625,100 


593,000 
566,800 
544,600 


. Sum Ol Co. ....... 
. Revlon, Inc. ....... 
. Theo. Hamm Brewing 

544,000 


stations. A TvB analysis of 291 sta 
tions reporting during the third quar. | 
ter of 1958 and 1959 shows a 13.8. | 
per-cent rise. 

Advertisers in the automotive cate- 
gory recorded the greatest percentage 
gain: 264 per cent, or $1,438,000 in 
the third quarter of 1958, as com 
pared to $5,233,000 in the past quar- 
ter. What seems significant here is 
that this increase in spending un- = 
doubtedly will be reflected in the 
fourth quarter as well, since the in- 
troductory campaigns on many of the 
new cars extend over into this period, 

Also, if automotive buying patterns 
follow last year’s, the fourth-quarter 

(Continued on page 80) 


Advertisers in Third Quarter 


18. American Chicle Co. . 
19.U. S. Borax & 
Chemical Corp. ... 
. Nestle Co., Inc. .... 
. Pharma-Craft Corp. . 
. Jacob Ruppert 
3. Andrew Jergens Co. . 
54. Falstaff Brewing 
ee eTTeT Tr 
. International ShoeCo. 
. Pan-American World 
Airways 
. Helena Rubinstein, 
Inc. 
. Food Mfgrs., Inc. ... 
.E. & J. Gallo Winery 
. J. A. Folger & Co. .. 
—erts Comp. ... 2008 
. Helene Curtis 
Industries, Inc. ... 
© ¥ 9 errr: 
. Liggett & Myers 
Tobacco Co., Inc. . 
. Standard Oil Co. 
(Indiana) 
. Jos. E. Schlitz 
Brewing Co. ..... 
. Atlantic Refining Co. 
.C. Schmidt & 
ae 
- Maybelline Co. ..... 
. Alberto-Culver Co. .. 
(Continued on page W 

















WNBQ’s total sales for the first nine months of 1959 climbed 18% higher than the previous third-quarter 
cord, set in 1956. Credit this healthy sales growth to advertiser confidence in WNBQ —confidence in 
he station’s programming, audience and sales impact. And now, in the fourth quarter, this confidence 
continues to create new sales records. October total sales, for example, were 26% higher than any pre- 


yous month in the station’s history! Here is ample proof that your selling future in Chicago must include 


WNBQ: NBC OWNED: CHANNEL 5 IN CHICAGO: SOLD BY NBC SPOT SALES 
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Summer slide 








Pulse survey indicates 


summer viewing declines due to programs, 


not the weather 








Re’ Thomas B. Adams. pres. 
ident of Campbell-Ewald Co, 
Detroit, attacked lacklustre network 
television fare during the summer 
months as a primary reason for the 
season’s drop in audience. Re-runs 
and second-rate programming, he told 
a meeting of the National Association ’ 
of Broadcasters, cause viewers to turn 
from tv toward other cultural pursuits, 
While there are those who contend 
the predominance of re-runs is a re- 
sult, and not the cause, of low summer 
ratings in that warm weather and va 
cation periods take people away from 
their homes and tv sets, a survey con- 
ducted for Tv AGE by The Pulse, Inc.. 
lends weight to Mr. Adams’ argument. 








QUESTION 1: Were you or any 
member of your family away 
from home on vacation dur- 
ing July or August of this 


year? 
% 
Yes 46.5 
No 53.5 
Total percent 100 
Total respondents 1000 








Of 1,000 persons queried, Pulse 
discovered that the great majority had 
tv sets available to them during the 
summer months. Question 1 indicates 
that contrary to widespread belief that 
“everybody takes a vacation in July 
and August,” less than half the re- 
spondents actually took a sabbatical 
during that period. As question 3 
shows, of 465 persons who said they 
or other members of their family were 
vacationing during July-August, near- 
ly 40 per cent noted some family mem- 
bers remained at home (where a ty 
set was assumed available). 





QUESTION 2: Did you have a tw 
set with you when away on 
vacation? 

% 

Had tv set on vacation 35.0 

Did not have tv set on 
vacation 65.9 

Total percent 100 

Total respondents 465 
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quesTION 3: While you were 
away on vacation (or while 
others were on vacation), 
was there any other member 


of your family at home? 
- 


A 
Members of family at 
home 38.8 
Members of family not at 
home 61.2 
Total percent 100 
Total respondents 465 











In addition, one-third of the 465 
vacationers stated they had television 
receivers with them or available a: 
hotels, resorts, etc. (question 2). This 
percentage, equal to about 16 per cent 
of the total 1,000 respondents, when 
added to the 53.5 non-vacationers, 
gives a total of nearly 70 per cent 
who had tv available throughout the 
summer either at home or away. 

The remaining 30 per cent, con- 
sisting of vacationers who did not 
have access to tv sets, included a large 
number of persons who took one- or 
two-week vacations. Naturally, these 
people were available to television 





QUESTION 4: During those hours 
of the day when you were at 
home and could spend time 
watching television during 
the past summer, do you 
think you spent more time, 
less time or about the same 
amount of time watching as 
you did during the months 
prior to the summer? 





% 
Viewed tv more i 
Viewed tv less 52.5 
Viewed tv same 39.3 
Total percent 100 
Total respondents 1000 


hold viewing per set would also be 
expected. 

In actuality, however, more than 
half of the respondents claimed they 
viewed television less during the sum- 
mer than in previous months. Ques- 
tion 4 shows about 40 per cent noted 
no change in their viewing habits, and 
7.7 per cent stated they watched more 





QuEsTION 5: Why did you 
watch less when you were at: 


home? 
% 

Too Hot 14.8 
Busy with other things 13.1 
Don’t like repeats 34.6 
Don’t like summer 

programs 27.2 
Mise. 6.7 
No special reason 11.1 
Total percent 107.5* 
Total respondents 525 


*Totals over 100% due to 
multiple responses. 

















the greater part of the summer. 

What the figures suggest is that if 
all other factors were equal (spe- 
cifically with the accent on program- 
ming) , summer viewing levels as com- 
pared to fall-winter would be only 
slightly lower. A fractional reduction 
in the number of persons per house- 


tv in the summer, but 525 of 1,000 
persons noted a viewing decline—a 
figure considerably above the “slight” 
drop that might be predicted. 

The difference between fancy and 
fact is clearly illustrated by Question 
5 in which the less-viewing respond- 
ents were asked why they had turned 
from the medium. By far the largest 
percentage (34.6) replied that it did 
not like repeat programming. The 
next largest group (27.2 per cent) ex- 
pressed a dislike for summer fare in 
general. 

In his address to the NAB, Mr. 
Adams cited a study commissioned by 
his agency on summertime shows. 
“Our respondents,” he quoted, “are 
unanimous that the summer is in- 
ferior. In fact, summer tv is largely 
defined by the viewers in two terms— 
repeats and substitutes. . . . For many 
people, one of tv’s intriguing attrib- 
utes, pleasurable novelty, is absent in 
the summer.” 

Smaller percentages of respondents 
pleaded summer was “too hot” (14.8) 
to watch tv, that they were “busy with 
other things” (13.1), or that they had 





“miscellaneous” (6.7) or “no special” 
reasons for not viewing. As these per- 
sons were either at home or available 


to tv sets during the summer months, 
none could plead that vacations inter- 
rupted their video habits. 

Further evidence of the negative 
factor contributed by re-runs appears 
in the replies to question 7 in which 
67.4 per cent of the 500 men and 500 
women interviewed were definitely 
against the repeat programs. 

If summertime viewing were 
changed so that there would be fewer 
repeat shows, the largest percentage 
of those interviewed believed they 
would watch more tv (question 8). 
Of this 38.4 per cent, 16.0 said they'd 
probably watch because they’d know 
they wouldn’t have to sit through old 
programs. Other groups expected to 
tune in because the gap left by the 
elimination of re-runs might be filled 
with new and what they felt would 
be more interesting shows. 

Nearly one-fourth of the respond- 
ents didn’t think they'd watch as 
much tv if re-runs were diminished, 
usualiy because they enjoyed seeing 
both repeats of programs missed dur- 
ing the regular season and of good 
programs seen earlier. 

Adding fuel to Mr. Adams’ claim 
that inferior summer programming 
may weaken a viewer's over-all atti- 
tude toward tv, Pulse reveals that a 
quarter of those interviewed thought 
this past summer’s shows were less 
enjoyable than those of a year ago 
(question 6). While 62.0 per cent be- 
lieved there was little change in qual- 
ity between the two summers’ fare. 
only 12.7 per cent believed the medi- 


(Continued on page 77) 





QUESTION 6: In your opinion, 
how did the programs you | 
watched during this summer | 
compare in enjoyment with | 

those you watched last sum- | 

| 
| 
| 
| 
| 
| 


mer? 
% 
Programs better 12.7 
Programs worse 25.3 
Programs same 62.0 
Total percent 100 
Total respondents 1000 
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ake a tree. 

From a seed grows a trunk—which 
spreads into many branches—which 
shoot off into countless leaves. 

That’s the way television has gone 
for a large group of lumber dealers in 
a nine-state midwestern area. Spot 
success on the part of one manufac- 
turer-distributor was echoed by his 
jobber customers and by their retail 
clients in turn. 

The “seed” of the story is Western 
Mineral Products Co. at Minneapolis. 
Wemco, a licensee of the Zonolite Co., 
Chicago, produces and distributes 
Zonolite-vermiculite insulation prod- 
ucts. Under vice president Harvey W. 
Steiff the company has shown that tv 
advertising from the retail lumber- 
and-building-material dealer is not 
only successful but represents a vir- 
tually untapped source of station reve- 
nue in many areas. 

Since 1951 Wemco has been tv- 
minded. It was one of the first midwest 
concerns in its field to supply jobbers 
and dealers with video commercials 
on its Zonolite insulation. During the 
annual fall campaign Wemco places its 
own spot schedules while encouraging 
its customers to use the visual medium 
in their local markets. 

“Our 
Steiff, “was sponsorship of a weather 
show on KSTP-TV Minneapolis in 1952. 


initial venture,” said Mr. 


Live demonstrations that showed how 
to install Zonolite in an attic gave us 


Medium sells 


for manufacturer, 
distributors 


and retailers 


Three-way tv 


insulation 


a greater response from Twin City 
consumers than any other medium 
we'd ever used.” 

Currently Wemco-has its three- 
month winter campaign on KSTP-TV, 
with “weatherman” Johnny Morris 
delivering a live announcement at 
10:30 Saturday and a filmed spot 
schedule running on Friday. “The 
week-end period,” says Mr. Steiff, 
“gives viewers time to inspect their 
present insulation. Our new advertis- 
ing theme is that Zonolite can be easily 
poured over thin existing insulation to 
bring it to today’s standard of a four- 
inch minimum.” 


Spot Success 


The company has run similarly suc- 
cessful spot schedules in the past on 
WTMJ-TV Milwaukee, but it is the en- 
thusiastic support obtained from local 
dealers that marks a real achievement. 

One of the first indications of future 
acceptance took place a few years back 
in Omaha when the Chicago Lumber 
Co. agreed to feature Zonolite on 
wow-Tv. A live demonstration show- 
ing a man and wife installing the in- 
sulation followed a Sunday-noon news 
show. Sales response was so marked 
that the lumber firm joined with an- 
other Omaha dealer and two in Coun- 
cil Bluffs, lowa, to sponsor a regular 
series of live and filmed Zonolite spots 
on the station. 


Armed with the success story, Mr. 


Mr. Steiff demonstrates for Kstp-Tv Weatherman Morris 





Steiff encouraged dealers in smaller 
towns to investigate tv’s possibilities, 
In Grand Forks, N. D., the first major 
lumber dealer to try the medium was 
the Robertson Lumber Co. In 1954 
Robertson began pitching Zonolite via 
KXJB-TV Valley City, and sales in- 
creased noticeably during six months 
of newscast sponsorship. 

The company, which operates 38 
lumber yards in two states, bought a 
15-minute workshop program on Sun- 
day night when KNOx-Tv Grand Forks 
went on the air. In 1956, one year 
later, the firm stepped up its schedules 
and noted a 76-per-cent increase in 
Zonolite sales. A 15-minute news pro- 
gram once weekly was used until this 
year, when a second 10-minute show 
was added. A weather show on wpay- 
TV Fargo is also included in the pres- 
ent campaign. 

“T am sold completely on tv adver- 
tising for building materials,” said 
vice president Hugh Robertson of the 
lumber firm. “We can show them 
much better than we can describe 
them. Since that 76-per-cent increase 
in our Zonclite business, we've had 
further increases ranging from 30 to 
40 per cent ,and tv has certainly done 
its share in upping sales.” 

Another company which boarded 
the Zonolite-tv bandwagon is Knecht 
Lumber Co. at Rapid City, S. D. 
KOTA-TV in that city gets the Knecht 

(Continued on page 48) 
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ALL THE BRILLIANT COLOR RENDITION OF 
THE TYPE 242 EMULSION PLUS E.I. 25 





Here is the new High Speed Anscochrome® film Type 242 that will give you realistic benefits in 







terms of film speed. Fully | stop faster than the older version, this new film offers a speed of 25 


with no sacrifice of quality! 










If you are a user of low-contrast color emulsions for cinematography, you can’t afford not to 
test this superb high-speed film. Contact your local Ansco representative today. Ansco, Bing- 
hamton, N. Y., A Division of General 


Aniline & Film Corporation. 
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Film Report 






ERICKSON ABROAD 

Rod Erickson, vice president in 
charge of sales for Warner Bros. Tv, 
will set off on his own in the inter- 
national television distribution field in 
mid-January. He will be handling all 
Warner tv product on a non-exclusive 
basis; he will, however, stay on a re- 
tainer with that company for a year 
and a half, 

Mr. Erickson at present is in the 
process of setting up a Canadian dis- 
tribution company in association with 
William Byles, president of Stoven- 
Byles, which is described as the second 
largest station rep in Canada. He has 
also concluded an agreement with 
Sapphire Films of England (of which 
he is a director) for the distribution 
of his product in Europe and the 
United Kingdom. Mr. Erickson will 
handle that company’s tv product in 
the states. 

Other tv properties, in addition to 
Warner product, will be distributed by 
Mr. Erickson in foreign areas. He is 
negotiating at present for what he 
would describe only as “a large pack- 
age.” Latin America, Australia and 
the Far East are other areas in which 
he will be active. In the States, Mr. 
Erickson will be largely a one-man 
operation, although there is a possi- 
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bility he will incorporate himself. 


The international field appears to 
be an attractive one for the sales ex- 
ecutive. He disclosed that gross in- 
come on Warner product alone from 
foreign areas amounted to $2.5 million 
to $3 million in the past year, Pro- 
jected foreign income on these proper- 
ties by the end of 1960: $5 million. 

Mr. Erickson will handle the fol- 
lowing Warner properties initially: 
Cheyenne, Drama Series (Kings Row, 
Conflict), 
Maverick, Colt .45, Lawman, 77 Sun- 


Casablanca, Sugar foot, 


set Strip, Bronco, Bourbon Street 
Beat, The Alaskans and Hawaiian 
Eye. 


FILM EARNINGS 

Earnings reports in the tv-motion- 
picture industry, together with con- 
tinuing oil explorations on studio lots, 
combine to paint the rosiest picture of 
entertainment stocks in years. 

Loew’s, Inc., already buoyed by a 
report of net earnings after taxes of 
$7,698,951 for the year (see Wall 
Street Report, page 79), received a 
further shot in the arm when Con- 





fe =. rein 


hen Independent Television 

Corp’s Cannonball, a saga of 
truck driving, was first introduced 
into syndication, it seemed a natural 
for advertisers in the gasoline and 
lubricants category. It proved to be 
all of that and more for the General 
Petroleum Corp. and its Mobil dealers 
in Maricopa County, Ariz. 

The advertiser sponsors the light 
adventure series over KPHO-TV 
Phoenix on Mondays, 9-9:30 p.m. 
Effectiveness of the 


measured by making on-the-air offers 


program was 


of self-liquidating premiums to motor- 
ists who drive into a Mobil station. 
(These have included a golfer’s cap, 
racing-car models and a glass mug for 
a minimum gas purchase.) “Dealers 
report such a demand for the pre- 
miums,” says Fred Collins, Arizona 
manager of General Petroleum, “that 
they have had trouble in keeping a 
supply on hand. They trace a good 
gallonage increase and much good will 
to the tv program, which is the only 
broadcast medium that has carried 
the offer.” 

Mr. Collins says a recent survey 
taken by his company confirmed the 
dealers’ impressions. The survey con- 
cluded that 65 per cent of the motor- 
ists who came in for mugs said that 
they had seen the offer on Cannon- 
ball; 15 per cent saw the offer on the 
four-foot-by-eight-foot poster display- 
ed at each of the stations; 13 per cent 





were told about the offer by the dealer, 


and seven per cent came in as a result 
of direct mail. End result of all of this, 
according to Mr. Collins: KPHO-TV 
and General Petroleum are now plan- 
ning for a continuation of the pro- 
gram when the present 52-week series 
runs out. 

Cannonball has proved useful to 
many different advertisers. These in- 
clude Genosee Brewing, Coca-Cola 
Co., Garrett Freight Lines and Fire- 
stone dealers. Ratings, according to 
recent American Research Bureau re- 
ports, hold up in diverse markets: 
Sample: New Orleans, 15.3; Denver, 
15.5; Jacksonville, 25.8; Seattle- 
Tacoma, 23.0, and Dallas-Ft. Worth, 
14.5. 

Paul Birch portrays Mike “Cannon- 
ball” Malone, and William Campbell 
stars as his partner, Jerry Austin, in 
the ITC adventure series. It is cur- 


rently telecast in 117 markets. 














tinental Oil Co. decided to sink fur- 
ther test wells on the MGM lot after 
the first came in successfully. Further- 
more, income from the current licen- 
sing agreement of features to tv will 
not hit its peak until 1961, estimated 
future income being approximately 
$31 million. The stock, which hit a 
low of 14 two years ago, is now selling 
above 30. 

Warner Bros., the price of whose 
stock has doubled in the similar 
period, reported net profit after taxes 
of $15.875.000 for the fiscal year, 
equivalent to $10.01 per share. No 
less bullish is the six months’ earning 
report of Desilu Productions, Inc., 
which had a net income of $507,108, 
almost seven times greater than that 
registered for the similar period in 
1958. Oil exploration is continuing at 
Desilu’s Hollywood studio. Oil com- 
panies also have contracted to explore 
for oil on the site of CBS-TV’s Tele- 
vision City. 

But the most amazing corporation 
in the entire field continues to be 
Ampex. Following news of a 3-for-] 
split, the company’s stock jumped to 
130, meaning that 100 shares, bought 
prior to the disclosure of the vtr de- 
velopment at the NAB convention in 
Chicago for $1,600 in 1956, would be 
worth better than $32,000 today. 


a 

Ziv’s Highway Patrol, now being 
handled by the Economee division as 
a re-run following four years of first- 
run productions, has been picked up 
by over 100 stations. The 156 epi- 
sodes of the program are being used 
in various ways: as spot carriers on a 
strip basis, once or twice a week in 
prime time, or in combinations of 
both. Recent station sales include the 
following: KoIN-Tv Portland, Ore.; 
WBAY-TV Green Bay; KLZ-Tv Denver; 
KoB-TV Albuquerque; KTVI St. Louis; 
WMAR-TV Baltimore; WLEX-TV Lexing- 
ton, Ky.: were-tv Wilkes-Barre; 
KARK-TV Little Rock, and KOLD-TV 
Tucson. 

Peter De Met Productions’ Major 
League Baseball Presents has been 
sold in more than 102 markets in the 


U. S. and Canada. The series, avail- 
able on tape or film, is distributed by 
World-Wide Television Sales Corp. 
Among the recent station sales are the 
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FINE ARTS PRODUCTIONS, Hollywood 


Drackett Company « Young & Rubicam 





PELICAN FILMS, INC., New York 





Chrysler Corporation ¢ BBDO 





GIFFORD-KiM PRODUCTIONS, INC., New York 
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GRAY-O"REILLY STUDIOS, INC., New York 





Imperial Oil Ltd. « MacLaren Advertising Ltd. 


ELEKTRA FILM PRODUCTIONS, INC., New York 





Kent Cigarettes « Robert Otto & Co. 


WONDSEL, CARLISLE & DUNPHY, INC., New York 








Lavoris ¢ Morse International 
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JAMES LOVE PRODUCTIONS, INC., New York 
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following: WKRC-TV Cincinnati; WPST 
Miami; WkKzo-Tv Kalamazoo; KRLD 
Dallas; WTvN-TvV Columbus; WVET-TV 
Rochester, and WHEN-TV Syracuse. 
United Artists Associated has added 
24 new markets to its list of Christmas 
program buyers for its four “Yule 
Time” features: A Christmas Carol, 
starring Alistair Sim; The Emperor’s 
Nightingale; Star in the Night, and 
Silent Night. 
national has sold the Cartoon Classics 


. . « Fremantle Inter- 


library, consisting of 104 episodes, in 
three Latin American countries. The 
package, dubbed into Spanish, was 
sold in Cuba, Puerto Rico and Vene- 
zuela. 

Canadian sales for Bernard L. 
Schubert, Inc., in the three-month 
period ending Oct. 31 were 150 per 
cent above the comparable period in 
1958, according to Samuel Gang, 
director of international sales. . . . 
The Schubert company’s Way of Life, 
a daytime strip, has been sold in over 
72 markets. Key purchasers include 
the Storer and Triangle station 
groups. . . . Tel Ra Productions of 
Philadelphia has concluded several 
sales on its five specialized new pro- 
grams. The shows are: Bowl Preview, 
Concensus All America, College F oot- 
ball Highlights, Pro Football High- 
lights and Sports Highlights of 1959. 


PROGRAMS ... 

William Bendix has been signed by 
Revue for a new western series, Over- 
land Stage, already purchased by 
NBC-TV and reported tentatively 
scheduled as a replacement for River- 
boat, which seemingly has been un- 
able to catch on. Also on the Revue 
slate is Confidentially Yours, private- 
eye adventure series starring Dan 
Duryea. 

Allied Artists’ two series for ABC 
Films will both be mystery-adventure 
skeins. The first, Simon Lash, is 
scheduled to go into full-scale produc: 
tion this month; the second, Unsolved, 
will have only a pilot filmed. 

Filmways Television Productions, 
Inc., tv packaging subsidiary of Film- 
ways, Inc., is currently working on 
five new half-hour series, in addition 
to scripts for the company’s 21 Beacon 
Street series. . . . Independent Tele- 
vision Corp. has purchased all joint 
vested interests in Frontier Corre- 


Michael M. (Mickey) Sillerman, pres- 
ident of NTA Program Sales, has re- 
signed from that company. Mr. Siller- 
man, whose resignation it effective 
Dec. 31, will announce his future plans 
following a brief vacation. He joined 
NTA in February of this year after 
that company acquired properties then 
distributed by Gross-Krasne-Siller- 
man, Inc. Mr. Sillerman was presi- 
dent of GKS. Prior to that, he was 
executive vice president of Television 
Programs of America and also served 
as a senior sales executive with Ziv. 
spondent from S-P Productions. . .. 
CBS Films has acquired the tv rights 
to the 1960 Olympics for sale in all of 
South and Central America and all of 
Australia. 

Productions _ has 
S. Borax and 
Chemicals, Inc., and McCann-Erickson 
to handle national distribution of 52 
episodes of Death Valley Days. These 
separate episodes will go into syndi- 


Crosby /Brown 


been signed by U. 


cation under the title of Pioneer Play- 
house. Death Valley Days is to go 
into new production under the super- 
vision of McCann-Erickson. 
Activities of U. S. 
agents play a part in several new 
series: Shadows of the Sphinx, Wil- 
liam Kozlenko production, features 


intelligence 


the Counter Intelligence Corps; Secret 
Service Agent is on the Desilu slate, 
and Jarrett of K Street is being piloted 
by Sam Gallu in conjunction with 
CBS Films. 

Other pilots: Hong Kong Story, 
TCF-TV adventure; Headquarters, 
based on Quentin Reynolds’ best- 
seller about the New York police de- 
partment, to be produced by Franklin 
Schaffner and Alvin Boretz for NBC- 
TV; Dateline Reno, modern adven- 
ture, Filmaster Productions; The 
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Racers, by World Television Program- 
ming, Inc., and One Happy Family, 
situation comedy, by Goodson-Tod- 
man Productions. 


UNIONS .. - 

With negotiations between the 
Writers Guild and producers com- 
pletely deadlocked over residual pay- 
ments on post-’48 pictures, the Screen 
Actors Guild begins contract negotia- 
tions on tv and theatrical-picture con- 
tracts this month. SAG demands 
may be even more difficult to swallow 
than those of WGA, and a serious 
over-all industry strike, which would 
probably be called late in the spring, 
looms in the offing. 

Key SAG demand, in addition to a 
cut of post-’48 pictures released to tv, 
is a health and welfare plan to which 
employers would contribute a mini- 
mum of five per cent of salaries paid 
to actors. Also, the guild is asking 
higher residual percentages on tele- 
film series. 

For the past year residuals received 
by actors hit a record $4,568,375, 
almost $2 million better than the pre- 
vious annual figure. Over-all total 
received by actors since December 


1953 now is $12,070,128. 


TAPE IN ’61 

Tape commercials dollar volume 
by the end of 1961 will amount to $26 
million, according to George Gould, 
president of NTA Telestudios. 

This figure is 65 per cent of a total 
of $40 million Mr. Gould anticipates 
will be spent for non-animated com- 
mercials in that year. By the end of 
1960, Mr. Gould estimates, 30 per 
cent of the business will be done on 
tape. 

Mr. Gould feels this rapid climb is 
inevitable and will be brought about 
by several factors: prototypes of new 
developments which will give tape all 
the flexibility of film, and location 
shooting “where we can do the same 
kind of quality work we do in the 
studio.” In addition, says Mr. Gould, 
“we're not just recording anymore; 
today, we're editing almost with 
impunity.” 

At one time, most of Telestudios’ 
business came from the live area, but 
the NTA executive reports that con- 
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siderable inroads are being made in 
the film field. “Today, 35 per cent of 
our tape business was once film. We're 
finding almost on a daily basis these 
days that more and more clients are 
discovering and using tape.” 
PERSONNEL ... 

National Telefilm Associates has 
appointed Teleradio Asociados, S. A., 
as exclusive sales representative in 
Mexico, Central America and Pana- 
ma. The company’s executives report 
to Melvin Edelstein, NTA’s general 
sales manager for Latin America. In 
the meantime, NTA is to dub eight 
additional half-hour series into Span- 
ish for Latin American distribution. 
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They are: Walter Winchell File, Man 
Without A Gun, U. S. Marshal, the 
second 39 episodes of Sheriff of Co- 
chise, This Is Alice, How To Marry a 
Millionaire, African Patrol and China 
Smith. 

Several additions were made to the 
NTA Program Sales staff recently. 
The new appointees, all sales execu- 
tives, are: Jack Gainey, assigned to 
the post of northeast regional sales 
manager; Ted Rosenberg, named mid- 
dle Atlantic regional sales manager, 
and Leon Wray, appointed north- 
western regional sales manager. . . . 
H. Bart McHugh Jr. has been appoint- 
ed director of network program sales 
for NTA, reporting to Berne Tabakin, 
vice president in charge of network 
programs. Mr. McHugh had been with 
J. Walter Thompson as a vice presi- 
dent for the past 11 years. In another 
NTA expansion move, Sam Lomberg 
has joined the company as European 





MR. LOMBERG 


sales manager. Mr. Lomberg, who has 
been in motion-picture and television 
film distribution in the United King- 
dom and on the Continent for many 
years, headquarters in London, re- 
porting to Vernon Burns, managing 
director of NTA-U.K., Ltd. 

Gordon Gray has been appointed 
northeastern division manager, and 
Bert Weiland midwestern division 
manager for Independent Television 
Corp. . . . The team of producer 
Andrew J. 
Kershner and director Bernard Ko- 


Fenady, writer Irvin 
walski has been signed to an exclusive 
contract by Goodson- 
. . Peter Ro- 
beck, former tv sales manager for the 
defunct RKO _ Teleradio Pictures 


Corp., has been named manager in 


seven-year 
Todman Productions. . 


charge of the Crosby/Brown Produc- 
tions New York office. 





COMMERCIAL CUES... 

Television film commercials took a 
lion’s share of the 33 awards handed 
out by the Art Directors Club of Chi- 
cago recently. More than 2,000 adver. 
tisements competed, with tv commer. 
cials numbering 225. 

Tv commercials received seven 
medal awards and four merit citations, 
Transfilm-Caravel, Inc., New York, 
was the only film producer to receive 
two medals—for U. S. Steel commer. 
cials (BBDO) and for Ford automo. 
biles (J. Walter Thompson). J. Walter 
Thompson, incidentally, was the only 
advertising agency to receive two 
awards—one each for Seven-Up and 
Ford. . . . In the Affiliated Advertising 
Agency Network Annual Competition, 
Fred Niles Studios (Chicago) took 
first, second and third prizes. 


Commercials 


AMERICAN FILM 
PRODUCERS 


Completed: National Health Agencies (sery- 
ice campaign), William Kalis. 

In Production: Liggett & Myers Tobacco 
Co. (Chesterfield), McCann-Erickson. 


ELEKTRA FILM 
PRODUCTIONS, INC. 


Completed: California Oil Co. (Chevron), 
BBDO; E. I. du Pont de Nemours & Co., 
Inc. (carpets, fibers), BBDO; Ford Motor 
Co. (cars), JWT; Lever Bros. (Lifebuoy), 
SSC&B; American Tel. & Tel. (show open- 
ing), Ayer; Sperry & Hutchinson Co. (S&H 
Green Stamps), SSC&B; Thomas J. Lipton 
Co. (tea), Y&R; Socony-Mobil Co. (Mobil- 
heat), Compton; Radio Corp. of America 
(show opening), K&E; Standard Oil Co. of 
N. J. (institutionals), McCann; Bristol- 
Myers Co. (Vitalis), DCS&S; American 
Tobacco Co. (show opening), BBDO; Boyle- 
Midway Co. (Wizard), JWT; Jantzen, Inc. 
(commercial feature), Hockaday; Buick 
Motor Div. GM (cars), McCann; American 
Motors Co. (Rambler), GMM&B; General 
Motors Corp. (show opening), MacLaren; 


Campbell Soup Co. (soup), BBDO; Gen- © 


eral Electric Co. (show opening), BBDO. 
In Production: Clairol, Inc. (industrial fea- 
ture), direct; Imperial Oil, Ltd. (gasoline), 
MacLaren; General Mills Co. (Kix), 
D-F-S; National Biscuit Co. (cookies), Me- 
Cann; Nestle Co. (Quick), McCann; Amer- 
ican Safety Razor Co. (Gem razors), Me- 
Cann; B. F. Goodrich Co. (show opening), 
BBDO; Longine-Wittnauer Co. (show open- 
ing), direct; Quaker Oats Co. (Puss in 
Boots), Spitzer & Mills; General Mills Co. 
(show opening), BBDO: Shulton, Ine. 
(Desert Flower), Wesley; Fawcett Publica- 
tions, Inc. (True magazine), direct; Corn 
Products Co. (Nu-Soft), McCann; Nabisco 
(Ritz crackers), McCann. 


FILMACK CORP. 


Completed: Standard Oil Co., direct; All- 
state Insurance, direct; Griffin Wheel Co. 
(pressure pouring package), direct; 
Schwinn Co. (bicycles), George Bond; 


J. H. Costello Cheese Co. (desserts), Batz- 
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Rank Program 

1—Mike Hammer | MCA 
2—Highway Patrol Ziv 
3—Sea Hunt Ziv 


|—Death Valley Days | U. S. Borax 


5—American Civil War| Westing- 
house 

6—N. Y. Confidential ITC 
7—Four Just Men ITC 
8—Man Without A Gun NTA 
9—Lock-Up Ziv 
10—U. S. Marshal NTA 
11—Popeye UAA 
12—Bold Venture Ziv 
12—Star Performance Official 
14—Border Patrol CBS 
14—Phil Silvers CBS 
16—How To Marry a 

Millionaire NTA 
16—This Man Dawson Ziv 
18—Silent Service CNP 
19—Whirlybirds CBS 


20—Huckleberry Hound | Screen Gems 


20—Rescue 8 Screen Gems 


Pulse Top 10 Adventure Shows for October 
13.1 79 89 17 27 


1—Highway Patrol Ziv 
2—Sea Hunt Ziv 
3—Four Just Men ITC 
!—Bold Venture Ziv 
5—Border Patrol CBS 
6—This Man Dawson Ziv 
7—Silent Service CNP 
8—Whirlybirds CBS 
9—Rescue 8 Screen Gems 
10—Mackenzie’s Raiders Ziv 


Pulse Top 10 Misc. 


1—American Civil War| Westing- 
house 
2—Popeye UAA 


3—Huckleberry Hound | Screen Gems 
1—Quick Draw McGraw | Screen Gems 
3—Superman 
6—Football Highlights 
7—Science Fiction 
Theatre Ziv 
8—Championship 


Flamingo 
Sports-TV 


Bowling Schwimmer 
8—Big Ten Highlights | Sports-TV 
10—Danger Is My 

Business CNP 


Pulse Top 20 Syndicated Shows for October _ 


National | Viewers Per 100 Homes 
Average Tuned In 


- Distributor | Rating Men Women Teens Children 


13.9 82 89 16 23 
13.1 79 89 17 27 
12.5 82 93 16 27 
11.7 75 oA 15 58 
115 78 83 15 49 


nz 7 91 14 27 
10.2 74 79 16 53 


10.1 |75 83 17 48 


10.0 84 89 14 25 
9.2 73 83 16 41 
8.9 22 29 14 103 
8.8 76 85 15 35 
8.8 65 73 15 47 
8.7 82 91 16 23 
8.7 72 76 19 67 


8.5 73 84 16 43 
8.5 73 82 17 55 
8.4 73 85 16 45 
8.3 65 71 15 89 
8.2 61 68 15 85 
8.2 75 87 15 39 


12.5 82 93 16 27 
10.2 74 79 16 53 
8.8 76 85 15 35 
8.7 82 91 16 23 
8.5 73 82 17 55 
8.4 73 85 16 15 
8.3 65 71 15 89 
8.2 75 87 15 39 
8.1 73 85 15 39 


Shows for October 
15 |78 8 15 49 


8.9 22 29 14 103 
8.2 61 68 15 85 
7.3 54 59 14 3 
6.9 Sl 62 17 92 


6.8 96 59 21 46 
6.6 73 8 17 16 
6.0 72 51 13 31 
6.0 98 61 12 17 
5.9 78 9] 17 31 









Hodgson-Neuwoehner; Microlube (oil), 
Rodgers & Smith. 

In Production: Journal American (Little 
Sandy Sleighfoot), direct; Thrifty Christy 
(savings bank), Brooke, Smith, French & 
Dorrance; Lavin Parfums, Inc. (My Sin), 
CD&A; Exec Products, Inc. (Exec paste 
pen), Charles W. Hoyt; Presto Dealers, 
Keyes, Madden & Jones; Nedlog Co. (choco 
late drink), Gerstel; Beatrice Foods Co. 
(Meadow Gold dairy products), C&W; 
Toni Co. (hair products), C. E. Frank; 
Speed Queen Div. McGraw Electric Co. 
(washer & dryer), Geer Muray; Jewel Food 
Stores, North. 


JAMIESON FILM CO. 


Completed: Pearl Beer Co. (beer), Pitluk; 
Mrs. Baird’s Bakeries, Inc. (bread), Tracy- 
Locke; Tru-Magic Co. (spot remover), di 
rect; Sta-Pine (room deodorizer), Jet. 

In Production: Dixie Lily (flour), Simon 
& Gwynn; Adams (butterflavor), Pitluk; 
Humble Oil Co. (NBC “Kern Tips”), Me- 
Cann-Erickson; Mrs. Baird’s Bakeries, Inc. 
(bread), Tracy-Locke. 


KLAEGER FILM 
PRODUCTIONS, INC. 


Completed: Lever Bros. (Airwick), FC&B; 
Vick Chemical Co. (cough syrup), Morse; 
Cluett, Peabody & Co. (Arrow shirts) , L&N; 
Pontiac Div. GM (cars), MJ&A; Colgate- 
Palmolive Co. (Vel, Ad), L&N; Interna- 
tional Latex Corp. (Playtex), Reach, Mc- 
Clinton; Ideal Toy Co. (dolls), Grey: Gen- 
eral Electric Co. (College Bowl), Maxon: 
Whitehall Laboratories (Dondril), Tatham- 
Laird; Boyle-Midway Co. (Wizard), Geyer: 
Procter & Gamble Co. (Lilt), Grey; Has- 
senfeld Bros. (Hasbro toys), Grey; Chese- 
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brough-Pond’s, Inc. (Pertussin), McCann- 
Erickson; Dow Chemical Corp. (Thermet- 
tes), MJ&A; Corn Products Co. (Niagara 
starch), L&N; Westinghouse Corp. (various 
products), McCann-Erickson; /esting- 
house Corp. (various products), Grey; Co- 
lumbia Records, Inc. (stereo-phono), Mc- 
Cann-Erickson. 


In Production: Greyhound Corp. (bus), 


Grey; E. I. du Pont de Nemours & Co., Inc. 
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(various products), BBDO; R. J. Reynolds 
Tobacco Co. (Salem), Esty; U. S. Rubber 
Co. (tires), FRC&H; General Electric Co. 
(clock radio), Maxon; Lionel Corp. 
(trains), Grey; Standard Brands, Inc. 
(Burgerbits), Bates; Texas Co. (Texaco), 
C&W; Buick Motor Div. GM (cars), Me- 
Cann-Erickson; Nestle Co., Inc. (Nescafe), 
Esty; Norex Laboratories, Inc. (Amitone), 
Grey; Pacquin, Inc. (cosmetics), Esty; 
A. S. R. Products Corp. (Gem Safety 
Razor), K&E. 


NATIONAL SCREEN 
SERVICE CORP. 


Completed: Pontiac Motors Div. GM (cars), 
MJ&A; B. C. Remedy Co. (headache rem- 
edy), C. Knox Massey; 20th Century-Fox 
(motion pictures), direct; Pharmaceuticals, 
Inc. (Geritol), Parkson. 

In Production: wmMcmM (promotional), di- 
rect; Hudson Vitamin Prod. (pharmaceu- 
tical), Pace; B. R. Remedy Co. (headache 
remedy), C. Knox Massey; British Petro- 
leum (gasoline), Collyer; P. Ballantine & 
Sons (beer), Esty; Chrysler Corp. (Valiant 
cars), BBDO. 


PINTOFF PRODUCTIONS 


Completed: Radio Corp. of America (tv 
sets), K&E; Kings Wine Co. (wine), Wer- 
men & Schorr; Ward Baking Co. (Tip Top 
Lucky cakes), Grey; Dixie Cup Div. of 
American Can Co. (cups), Hicks & Greist; 
Ford Motor Co. (Ford Dealers), JWT; 
Schutter Candy Co. (Bit-O-Honey), Grey. 
In Production: Kinney Shoe Co. (Drive- 
Ins), Sawdon; Stahl-Meyer Co. (Ferris 
meat products), Hicks & Greist; American 
Cancer Society (promotionals), direct; 
U. S. Dept. of Defense (National Guard), 
FRC&H;; Isodine Pharmacal Co. (Isodine), 
Reach, McClinton. 


WILBUR STREECH 


_PRODUCTIONS, INC. 


Completed: Television Bureau of Advertis- 
ing (institutional), Wexton; Sinclair Re- 
fining Co., Inc. (gas & oil), GMM&B; 
Transogram Co. (Squirty toy, Mosaics, 
Turnpike Driver, Medicine Chest) , Wexton; 
Theon Co. (Lashbrite eye make-up), Jo- 
seph Reiss: Thayer Lab., Inc. (Spectran 
B), KHCC&A; Quaker Oats, Canada (Aunt 
Jemina pancakes, Quaker Oats), Spitzer & 
Mills. 

In Production: Golden Press, Inc. (ency- 
clopedia), Wexton; Television Bureau of 
Advertising (institutional), Wexton; Carter 


Products, Inc. (Colonaid), KHCC&A; 
Golden Records, Inc. (record library), 
Wexton. 


U.S. PRODUCTIONS 


Completed: Howard Johnson (motels), 
Ayer; Famous Artists (art school), L. C. 
Gumbinner; Johnson & Johnson (Liquiprin, 
nose drops, cough medicine), L. W. Froh- 
lich: Novelty Paper Corp. (Xmas tree 
tinsel), Zlowe; Sanitary Paper Co. (facial 
tissue), Hugh Graham. 

In Production: TV Guide (subscriptions), 
direct. : 


WILDING PICTURE 
PRODUCTIONS, INC. 


Completed: Standard Oil Co., D’Arcy; Kel- 


logg Co., Burnett; Pet Milk Co., Gardner: 
Aluminum Co. of America (Alcoa), F&S&R; 
J. A. Folger & Co. (coffee), C&W. 








Zonolite (Continued from page 40) 


schedules, which began with alternate 
sponsorship of a half-hour show and 
currently include spot placements. 

Company executive Don Knecht re- 
ported that during a three-week period 
following Zonolite announcements on 
the program sales were quadruple 
what they were during the three-week 
period before the show. Moreover, he 
said, the increase was effected in the 
face of strong insulation-sales com- 
petition. 

The number of retail dealers mak- 
ing use of the 11 filmed spots current- 
ly available from Wemco has in- 
creased each year until all nine states 
in the firm’s territory are now repre- 
sented by a video user. 

Also growing steadily is the num- 
ber of jobbers who are using either 
the films or live announcements. At 
Cheyenne, Wyo., Fowler & Peth use 
station breaks after The Ed Sullivan 
Show as well as a late-night news an- 
nouncement. Two local dealers share 
the cost of the spots in return for 
credit tags. 


South Dakota Too 


In South Dakota the jobber line-up 
includes Lumbermen’s Supply Co. at 
Sioux Falls, which has spots on KELO- 
TV in that city and on KPLO-TV 
Chamberlain. Building Products, Inc., 
uses a Sunday-evening commercial on 
KDLO-TV Florence. KXAB-TV Aberdeen 
carries two Zonolite spots each Sun- 
day and Wednesday night for Dakota 
Sash & Door Co. and Huron Sash & 
Door Co. Viewers are directed to their 
local lumber dealers. 

The local dealers cooperate with 
Lumber Dealers Supply, Inc., in 
Green Bay, Wis., for spot schedules 
on WFRV-TV. The program is now in 
its fourth year. 

Promotion to dealers plays an im- 
portant part in building trade talk for 
Wemco’s Zonolite campaigns. Before 
its new schedules began on KSTP-TV in 
the Twin Cities area, notice went out 
on the station’s letterhead to all deal- 
ers within a 100-mile radius. A follow- 
up letter from Wemco went out as the 
campaign began, urging dealers to tie 
in with window displays, print ads and 
aggressive selling. The outlets were 
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also supplied with banners and signs 
for display. 

“We feel,” said Harvey Steiff, “that 
tv is the perfect medium for the re- 
insulation market. The homeowner 
can see how easy it is to check his in- 
sulation, and that’s our first job—to 
move him into action, to get him up 
in the attic to see if his home is prop- 
erly insulated. Tv gets this idea over 
quickly. 

“We proved it to ourselves first. 
As a result, we’ve been able to get our 
key distributors to sell Zonolite for 
their dealers on a local-market basis. 
This, in turn, has often encouraged 
local dealers to go on tv, often with 
spectacular results. The recent ex- 
ample is Heimbach Lumber Co. in 
Duluth, which started Zonolite spots 
on KDAL-TV before a football game on 
Sunday. The following day they sold 
out their entire Zonolite stock, includ- 
ing the display material on the floor, 
and they phoned in a rush order. 

“Television, used like this, brings 
the national campaign down to a hard- 
hitting, local-merchandising effort. It 
works for our dealers, our distribu- 
tors and for us.” 





News (Continued from page 25) 

than profile) and we have a slice of 
high and fluffy confection any spon- 
sor would claim as his own. There it 
sits just waiting to be eaten. That’s 
the next step. Take a fork and cut a 
bite and you have a basic portion of 
a good cake commercial calculated to 
make any viewer's mouth water. 

That’s the way commercials are | 
being developed today at SSC&B, an | 
agency with a dozen accounts with 90 
per cent of their products in the pack- 
age-goods field. 

“It may seem a little thing to you, 
this tremendous effort to learn how 
best to illustrate a piece of cake,” says 
Brown Bolté, president, “but it’s the 
kind of attention to detail that makes 
for perfection.” 

So firmly do Mr. Bolté and his as- | 
sociates at SSC&B believe in this prin- | 
cipal that they have recently installed | 
a $150,000 tv studio and test kitchen 
to help service their many package- 
goods clients. 


Spending about 68 per cent of their, | 
$53 million in billings in television| | 


yyy xR 
You’re on 
the right track 
That’s right! 
You’re getting home 
with the men and 
women who make 
their living by 
knowing all there 

is to know about 
television. That’s 
why Television Age 
goes with them. 
It tells more 
television... 

it sells more 
television! 
Television Age / 
The Climate 
is Compelling 
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and radio, the agency considers the 
studio investment a money saver for 
their clients, who include Presto cake 
flour, H-O Oats, Clapps baby foods, 
Lipton tea, Lever’s Breeze and Silver 
Dust, Block Drug and American To- 
bacco. 

“This studio will encourage experi- 
mentation,” Mr. Bolté says. He 
strongly endorses the effort to “pre- 
measure” the selling power of each 
commercial, which he expects will take 
a great deal of the gamble out of spon- 
sor investment in television. 

Equipment for the studio includes 
a live Kin-tel tv camera with four 
lenses, an Auricon 16mm film cam- 
era, an Ampex audio tape recorder, a 
Gates turntable, two studio monitors 
and necessary lights. Five 21-inch 
monitors are located in convenient 
points throughout the agency so that 
key personnel can watch commercial 
development in which they are in- 
terested. 


Golden Market 

The average mean temperature in 
southern Florida in the dead of win- 
ter is something like 70 degrees, and 
on the average, the sun shines 359 
days each year. These climatic facts 
will lure an estimated five million 
visitors to that area in 1960, and by 
extension, should interest many tele- 
vision advertisers, according to a 
presentation put together by wtvJ 
Miami. 

This big audience plus, the market 
study points out, will be more than 
the total population of metropolitan 
Philadelphia, and on any average 
single day the combination of the 
area’s permanent population and tour- 
ists produces a total population greater 
than that of Washington, D. C. 

The wtvJ presentation, titled Sun, 
Surf and Sales, was shown in New 
York and Philadelphia to an estimated 
840 advertising agency representa- 
tives, and is currently being unveiled 
in Chicago at the offices of Peters, 
Griffin, Woodward, Inc., the station’s 
sales representative. It is accompanied 
by a 23-minute color film. 

Some salient statistics included in 
the study: 

South Florida’s five million tourists 
will spend an estimated $625 million 
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in 1960, exclusive of transportation ex- 
penditures to and from the area. 

The majority of these visitors are 
in the high-profit, 30-59 year-old 
range. 

More than 52 per cent stay more 
than one week; more than 34 per cent 
stay beyond two weeks, and more than 
a month is spent by 20 per cent of 
them. 

Of the 66,500 tv sets available to 
tourists only, almost six out of 10 are 
permanent installations within hotel 
and motel rooms. 

Nine out of 10 tourists say they 
have a place to watch television, while 
two out of three say they do watch 
the medium. 

Since the total 
count among permanent residents 
within the Gold Coast is estimated by 
the A. C. Nielsen Co. at 462,100, the 
combined 
ist set count is over the half-million 
mark—528,600—“a new base against 
which advertisers may project their 
evaluations of Florida 


television-home 


permanent-resident tour- 


southern 
media.” 

The wTvJ presentation is based on 
two reports it commissioned in the 
early spring of this year. The first was 
conducted by ARB Survey, Inc., an 
affiliate of the American Research 
Bureau, and the second was conducted 
by Dr. Reinhold Wolfe, director, Bu- 
reau of Economic and Business Re- 
search, University of Miami. The mar- 
ket study was presented in New York 
and is currently being presented in 
Chicago by Lee Ruwitch, executive 
vice president and general manager of 
wtvJ, Bill Brazzil, vice president in 
charge of sales, and Ken Bagwell, na- 
tional sales manager. 


Study of Viewing 

CBS.-TV, in an attempt to improve 
program content and balance, has au- 
thorized a detailed survey of what 
people want from television, Dr. Frank 
Stanton, president of CBS, Inc., told 
a recent luncheon meeting of the Acad- 
emy of Television Arts and Sciences. 

Dr. Stanton said the study, which 
is now in the field in preliminary 
stages, is being conducted by outside 


organizations “expert in public-opin- 
ion sampling, under the direction of 


some of the country’s leading social 








scientists.” (It is expected to be sim. 
ilar to the old National Opinion Re. 
search Center studies related to radio 
15 years ago, as reported in TELEVI- 
SION AGE, Nov. 16.) 

The CBS president also disclosed 
the results of a nationwide public-opin- 
ion survey conducted for the company 
by the Gallup organization. One fact, 
described as “unprecedented” by Dr, 
Stanton: 92 per cent of the American 
people are aware of the quiz-show 
scandal. 

Some of the other findings, all of 
them related to the current uproar 
over various television practices, as 
reported by Dr. Stanton: 

Just under half, or 48 per cent, of 
the American people voted for the 
elimination of all canned laughter and 
applause, with the balance divided 
almost equally between not doing 
away with it and having no opinion 
one way or the other. 

When a show does use canned 
laughter, almost half of the people say 
that fact should be announced, with 
three out of 10 saying it should not he 
identified and the balance expressing 
no opinion. 

At this moment, 66 per cent of the 
American populace are of the opinion 
that stricter regulation of television 
programs is now called for. 

However, only one-fifth of these 
think that the regulation should come 
from the Government, while two-thirds 
look to the networks to do the regu- 
lating. 

Less than one out of 10 thinks the 
situation calls for more regulation by 
both Government and the networks. 

Dr. Stanton asserted that “the prob- 
lems and opportunities we face can 
be solved only step by step, with me- 
ticulous care in making quite sure that 
we are proceeding soundly. 

“Furthermore, it is we ourselves— 
all of us in television—who must do 
this job. The moment we invite others 
into our house to help us clean it up, 
we cease to become masters of our 
own house and invite eventual control 
by Government, a prospect promising 
only the deadening hand of bureau- 
cracy in a field that can grow only 
through the infinitely various con 
tributions of individual creative gen- 
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This structure is 
500,000 success 
stories tall 


More than half a million TELEVISION 
AGE reprints bought and paid for. 
That’s the size of it, king-sized proof 
of the greater reader response you 
get with TELEVISION AGE. It all builds 
another big reason for you to count on 
action and reaction with the publication 
that is one hundred percent television — 


Television Age 
THE CLIMATE IS COMPELLING 





























TELEVISION AGE 


he flexibility of video spot was 

spelled out in detail by Arch 
Crawford, media director at Albert 
Sidney Noble Adv., who currently is 
lining up schedules in farm markets 
for several producers of fertilizers 
serviced by the agency. 

“With these accounts,” the execu- 
tive said, “there’s no such thing as try- 
ing to set an over-all campaign run- 
ning so many weeks in each market, 
or even to try to start and end all the 
schedules at the same time. Each mar- 
ket’s spots have to be plotted out in- 
dividually and early enough so that 
seasonal variations are considered. 

“For instance, in the state of Texas 
alone, there can be as much as 30 
day’s difference between planting time 
in one market and another.” 

Even careful pre-planning doesn’t 
provide the answer at times, he noted. 
“Take the case of an area hit by flood 
or drought—it can set the farming 
timetable back a week or a month. 
Fortunately, with spot, you can move 
out and back into such markets as 
necessary.” 

He stated also that clients are now 
using minute commercials with slides 
and live voice-over announcements 
rather than film. “This lets us change 
copy immediately to take advantage 
of new weather conditions, news 
events, etc., that affect farming.” 

Mr. Crawford 
creased use of the video medium 


looks toward in- 


by agricultural-product companies. 


“Things change so rapidly in the 


a review of 
current activity 
in national 
spot tv 


field,” he said, “that farmers have to 
be told continually about new devel- 
opments.” He credited Roswell Garst, 
scientific farmer who recently hosted 
Premier Kruschchev, with being a 
strong and vociferous advocate of the 
merits of chemical fertilizer—as well 
as a good customer. 


* ae te 


An interesting comparison is drawn 
in a new booklet recently issued by 
the Television Bureau of Advertising 
between ID announcements and print 
ads. In the past, ID’s have been often 
compared with billboards; now TvB 
has gone a step further. 


“Most magazine and newspaper 
page ads are basically ID’s,” says the 
brochure entitled “Ideomotion.” 


Pointed out are such facts as: print 


ads usually employ a dominant illus- 





Tom Hollingshead, media supervisor 
at Dancer-Fitzgerald-Sample, Inc., 
works on Best Foods and Peter Paul 
accounts, among others. 
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tration to attract attention; often the 
picture has little to do with any actual 
selling, and the small amount of copy 
usually has a single idea. 

Illustrating the thesis are a number 
of ad reproductions which are then 
translated into eight seconds of video 
time. Evidently easy to switch from 
page to air are the huge-photograph, 
little-copy ads of the Doyle Dane Bern- 
bach school, although a variety of 
newspaper and magazine ads are also 
compressed, 

Among other points made by TvB 
are that ID investments by advertisers 
rose swiftly during a year’s time when 
print and outdoor investments de- 
clined, and that 189 national and re- 
gional advertisers spent $50,000 or 


more each on ID’s alone in 1958. 


ALLIED CHEMICAL & DYE 
CORP., NITROGEN DIV. 


(Albert Sidney Noble Adv., N. Y.) 


Already well under way with its buying, 
this processor of liquid fertilizers will kick 
off schedules next month and until May in 
over 20 markets in Maryland, Virginia, 
Georgia, Kansas, Nebraska, Indiana, lowa, 
Illinois, Missouri and the Carolinas. 
Voice-over-slide minutes in noon and 
“supper-time” periods will run 13 weeks in 
important farming areas. Starting dates 
vary with planting seasons, crops, weather, 
etc. Media director Arch Crawford 

is the contact. 


AMERICAN TOBACCO CO. 

(L. C. Gumbinner Adv. Agency, Inc., 
V.Y.) 

For TAREYTON cigarettes, the agency has 
issued renewal orders on schedules in major 
markets, keeping its placements of night 
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Robert Ellis of the Detroit office of 
Kenyon & Eckhardt, Inc., has been 
elected a vice president of the agency, 
according to Edwin Cox, chairman of 
the board. Mr. Ellis joined K&E as 
account executive in 1958, coming 
from McCann-Erickson’s Detroit of- 
fice. Prior to that he had been with 
D. P. Brother, Inc., and assistant di- 
rector of advertising and merchandis- 
ing for DeSoto. 


minutes and 20's going for another 52 weeks. 
Jonne Murphy is the timebuyer. 


B. T. BABBITT CO. 
(Brown & Butcher, Inc., N. Y.) 


As this firm’s VITA-YUMS vitamin-candy 
set fall schedules that wind up in top 
markets this month, new activity was noted 
for the first of the year. Filmed minutes go 
in kid shows in a dozen markets for 10-13 
weeks. Also reported were placements of 
daytime schedules in a small number of 
markets for HEP cleaner and other Babbitt 
products. Kathy Farrell is the timebuyer. 


BEACON PLASTICS CORP. 
(Weiss & Geller, Inc., N.Y.) 

Having entered spot last summer in some 
i8-20 markets for its line of plastic 
housewares, Beacon is reportedly mulling 
plans for a spring campaign early in 1960. 
Daytime minutes should be used if the drive 
jells, although it won’t be definite until 

after the first. Jack Geller is the contact. 


BLUMENTHAL BROS. 
CHOCOLATE CO. 


(Wermen & Schorr, Inc., Phila.) 
For its GOOBERS, RAISINETTES and 


other candies, this firm is currently using 
schedules in Philadelphia, Erie, Detroit 
and Charlotte. In mid-January it plans to 
add Milwaukee, Indianapolis, Louisville and 
possibly Cincinnati for six-to-eight-week 
placements of minute participations in 

kid shows. 50-second films are used with 
10-minute live local tags to take advantage 
of special promotions or to give chain-store 
credits in an effort to open new distribution 
areas. Video effectiveness is so high, 

notes the agency, that the entire line of 
candy was selling in some markets 
although only one product was advertised, 
Rochelle Siegel is the timebuyer, 












The Buyer Talks About .. . 
INTEGRATED VS. SPECIALIZED BUYING 


There’s been a lot of talk lately about the advantages of “integrated” 
buying and “specialized” buying. The two terms conjure up entirely 
different pictures; in actual practice the pictures overlap considerably. 
Like many so-called advertising controversies, this one is pretty much 
of a myth. 

The major agency with “specialized” buying has four or five people 
on the media end of a big account. There are buyers of broadcast, print, 
outdoor, etc., who all report to the media supervisor or coordinator. “In- 
tegrated” buying usually refers to buyers of multiple media who in turn 
report to a group supervisor. However, the buyer in the integrated system 
does not necessarily buy on more than one medium. 

It is nearly impossible for a buyer on an account with a high advertis- 
ing budget and national distribution to buy on three or four different 
media, especially if they include broadcast. Buying television and radio 
is extremely detailed, extremely variable and very time-consuming. 

Advocacy of “specialized” buying, particularly in television, should 
not, however, be construed to mean that the timebuyer should be isolated 
from print or outdoor. A timebuyer should know the advantages and 
disadvantages, the special qualities, the important problems inherent in 
all media, since all media is related and used as a combination for achiev- 
ing the best results. 

It’s been said that one of the problems of the specialized buyer is that 
he tends to become an unthinking advocate of his specialty and tries, in 
planning sessions, to overpower the other buyers and the supervisors. A 
buyer with an extremely forceful personality might over-sell his medium 
once, but if the results are not all that could be desired, he'll rarely do 
it a second time. 

With some clients and in some agencies the buyer plays an important 
part in determining the media plan to be presented to the client. How- 
ever, the buyer’s principal job is not determining the distribution of the 
budget between the various media, but rather the most advantageous 
spending of the funds available. This is the phase where his attention 
should be concentrated. The specialized buyer who can focus his efforts 
on one medium will be best able to improve the client’s schedules, since 
his energies do not have to be divided. 

There are clients who prefer the all-media buyer who can switch from 
one medium to another if the first is inaccessible. The integrated buyer, 
in principle, has more autonomy and more responsibility than the spe- 
cialized buyer. He would also have to spend a great deal more time in 
order to do as efficient a job in any one medium. As a result, while there 
is a great diversity in phraseology and job titles in the major agencies, 
the in-practice systems are not too dissimilar. 

The all-media buyer primarily exists in the one-man media depart- 
ments of small agencies where budgets are limited and campaigns are 
not extensive, or in larger agencies where promotion to such positions 
as media supervisor and director are made from within the media de- 
partments. Even in the latter situation, however, it’s obvious that the 
training program cannot be allowed to interfere with the client’s right to 
have efficient buying done for him. 

Actually, the biggest difference between “integrated” and “specialized” 
buying probably exists in the minds of those who prepare the presenta- 
tions for prospective clients. 
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Another thriller-diller from WJRT— 







































“Yippee, 
Chief! 
Where’s the 
big roundup?” 


“Head for WJ RT-land, 
Ponsonby—that’s the 
most efficient way to corral 
Flint, Lansing, Saginaw 

and Bay City.” 


if you want land, lots of land: Flint, Lansing, Saginaw 
and Bay City, to be exact—WJRT’s your baby. With each 
of these big metropolitan areas getting WJRT’s powerful 
Grade “A” signal or better, it’s the most efficient way to buy 
Michigan’s other big market. In all, you get nearly a half 
million TV households with this single-station buy. That’s 
all of rich mid-Michigan, ready to hark to your message. 
Whenever you’re ready to send it, just say the word. 





CHANNEL © @*™ 9 FLINT 


ABC Primary Affiliate 


Represented by HARRINGTON, RIGHTER & PARSONS, INC. 
New York « Chicago * Detroit « Boston « San Francisco « Atlanta 
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BORDEN CO. 
(DCS&S, New York) 


This firm’s BORDEN’S INSTANT, which 


was a strong spot user in major markets 
late in 58, but shortly thereafter dropped ty 
almost entirely for budgetary reasons, is 
now formulating plans for 1960 and a 
company executive notes that spot is being 
considered. Nothing definite was set at this 
point, but there should be word within four 
weeks. Bob Widholm is the buying contact. 


BRISTOL-MYERS CO. 
(Young & Rubicam, Inc., N.Y.) 


Reported here Nov. 16, the first buy for 
1960 on SAL HEPATICA has been set up, 
with light frequencies of night minutes 
going into 60-80 top markets across the 
country for lengthy runs. Schedules begin 
right after the holidays. Tom Viscardi 

is the timebuyer. 


CARTER PRODUCTS, INC. 
(KHCC&A, New York) 


A laxative product, COLONAID, has had a 
one-minute film prepared and will be 
going into test markets shortly. As with 
most Carter products, probably late-night 
and daytime movie slots will be used. 
Beryl Seidenberg is the timebuyer. 


CHESEBROUGH-POND’S, INC. 
(Compton Adv., Inc., N.Y.) 


Seemingly waiting until the last minute to 
do its Christmas shopping, SEAFORTH 
men’s toiletries kicked off a three-week 
drive early this month in top markets, using 
minutes and 20’s in day and night slots. 
Genevieve Schubert and George Newi 
handled the buying. 





Record Crusade 


The Crusade For Children con- 
ducted by WHAS-TV-AM Louisville 
collected $197,372 this year, a 
rise of better than $40,000 more 
than the amount gathered in 
1954, the first year of the fund. 

Eighteen Kentucky agencies 
and seven southern Indiana or- 
ganizations which help mentally 
and physically handicapped chil- 
dren shared in this year’s contri- 
butions. 

“With each year, Crusade sup- 
port has come from an ever en- 
larging area in Kentucky and 
southern Indiana,” says Victor A. 
Sholis, director of WHAS-TV-AM 
and director of the Crusade. 
“What started out as primarily a 
metropolitan Louisville project 
has now grown into a much 
bigger undertaking reaching out 
into both states.” 
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{t Lambert & Feasley, Inc., Chips 
Barrabee is the timebuyer on a variety 


of Warner-Lambert cosmetic and 


drug products. 


COLGATE-PALMOLIVE Co. 
(Ted Bates & Co., Inc., N. Y.) 


In its usual first-of-the-year activity, 
COLGATE toothpaste is setting night 
minutes and 20’s in a great many top 

markets for lengthy runs. In spite of 

reported investigations of Gardol’s 

“invisible shield,” the copy theme appears 
safe for some time from any cease-and-desist 
action. Jack Rothenberger is the timebuyer. 


COLGATE-PALMOLIVE CO. 
(Street & Finney, Inc., N. Y.) 

The FLORIENT schedules placed in 
September were winding up day 20’s at 

press time in top markets, and the word was 
that they would not be renewed. However, 
new placements are expected to be set early 
next year, SUPER SUDS has schedules 
expiring this month in about 25 markets and 
future plans are indefinite. Helen Thomas 
and Elenore Scanlan are the contacts. 


Agency Changes 


Young & Rubicam, Inc., Los Angeles, 
added the $1-million account of Pepsi-Cola 
Bottling Co. of L.A. which had been at 
Donahue & Coe, Inc. National Pepsi-Cola 
advertising is handled by Kenyon & Eck- 
hardt, Inc. 

National Distillers Products Co. moved 
its account out of Lennen & Newell, Inc., to 
Fletcher Richards, Calkins & Holden, Inc., 
which has worked on several of its brands. 
Reportedly more than $1 million was in- 
volved in the billing change. 

K&E’s Chi- 


cago office and Wilson & Co., meat packer, 


Due to “product conflicts,” 


terminated their relationship. A new agency 
for the $1.2-million account was not im- 
mediately announced. 

Geyer, Morey, Madden & Ballard, Inc., 
acquired Irish Air Lines, a $750,000 ac- 
count previously serviced by the Caples Co. 

Narragansett Brewing Co., currently at 
Cunningham & Walsh, Inc., moves Jan. 1 
to become the first beer account at Doherty, 
Clifford, Steers & Shenfield, Inc. 

Victor coffee and tea, made by the Mar- 
tin L. Hall Co., Boston, moved from James 
Thomas Chirurg Co., Inc., to Harold Cabot 
& Co., Inc. 

Ketchum, MacLeod & Grove, Inc., re- 
signs next spring the Jones & Laughlin 
Steel Corp. account. About $1 million in 
billings is involved. 

Harold J. Siesel Co., Inc., resigned the 
account of Dinner-Redy Corp., which was 
recently purchased by Lever Bros. A Lever 
agency, not immediately announced, will 


take over. 





NATE RIND is moving from Foote, 
Cone & Belding to Doyle Dane Bern- 





MR. RIND 


bach, New York, where he'll be time- 
buyer on Salada tea, Utica Club 
beer, Yardley products and Goodman 








Personals 


noodles. He replaces HERB HAHN 
(see Personals, Nov. 30). 


BOB DECKER has joined Ted 
Bates, replacing LEN SOGLIO, who 
moved to Hicks & Greist (see Per- 
sonals, Nov. 30). Mr. Decker, who was 
formerly with McCann-Erickson, will 
be buying on Blue Bonnet margarine, 
Royal desserts and Pet dog foods. 


FRED WEISS has rejoined Young & 
Rubicam, New York, as senior all- 
media buyer. Mr. Weiss, who had been 
advertising and sales promotion man- 
ager for a division of the Fairchild 
Camera & Instrument Corp. for the 
past three and a half years, will be 
working on Sanka, Jell-O pudding and 
pie fillings and Jell-O Chiffon. STEVEN 
WADYKA has joined the agency as 
all-media buyer on Johnson & Johnson, 
taking over for BOB KOWALSKI, 
who was recently promoted to media 
supervisor, ALAN WARD will pick 
up Remington Rand at Y&R, an ac- 
count previously handled by NEIL 
SCHNEIDER, who has moved to 


Dancer-Fitzgerald-Sample as timebuyer. 






























WLBC-TV 


MUNCIE 


Middietown, U.S.A. 


WLBC-TV 


MUNCIE 


Crossroads of the Middle West 


WLBC-TV 


MUNCIE 


Cross-section of the nation 


WLBC-TV 


MUNCIE 
Test Market, U.S.A. 


and the Gateway to Sales 
in “the heart of Indiana” 


WLBC-TV 


Muncie, Indiana 
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YOU CAN'T 
TOP THIS 
ARB! 


KTRE-TV, Lufkin, Texas, latest 
ARB reveals a 98.5% share of 
audience Monday through Sun- 
day. 


The Lufkin-Nacogdoches Market 
is yours completely wrapped up 
when you buy KTRE-TV—your di- | 
rect route to 65,000 tv families. 


This is a vital market in East 


Texas. 


KTRE-T 


Lufkin, Texas 
Channel 9 


Ooeada 


Vice President & General Manager 


Represented by 
Venard, Rintoul & McConnell, Inc. 
Southwest: Clyde Melville Co., Dallas 
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Agency Appointments 

James L. Dickey III, head of the tv-radio 
department of the Marschalk & Pratt divi- 
sion of McCann-Erickson, Inc., Atlanta, 
joined Liller, Neal, Battle & Lindsey, Inc., 
in the southern city as a copy supervisor. 


In Chicago, Don Hockstein joined Earle 


Ludgin & Co. as director of tv-radio pro- 





MR. HOCKSTEIN 
duction. He has served four years with 
Tatham-Laird, Inc., as tv-radio commercial 
supervisor and previously was a broadcast 


producer at Foote, Cone & Belding. 


The D'Arcy 


Russell B. Young to the new post of direc- 


Adv. Chicago office named 


tor of tv-radio operations, obtaining his 
Keyes, Madden & Jones, 


where he was vice president in charge of 


services from 


tv-radio since 1951. Niles R. Swanson and 
Harry Bubeck of D’Arcy assumed new re- 
sponsibilities as administrative director and 
creative director respectively. 


Storm Adv. Co., Inc., Rochester, N. Y., 
named Gerald Deppe as vice president and 





MR. DEPPE 


general manager of its St. Louis office. Mr. 
Deppe was last with Rutledge & Lilienfeld, 
Inc., as a vice president and previously with 
Weintraub & 


Among clients of Storm’s St. 


Associates, Inc., as account 
executive. 


Louis office is station KTVI. 


Wilford Thunhurst, with an agency back- 
ground in package goods and petroleum, 
joined Erwin Wasey, Ruthrauff & Ryan, 
Inc., as a producer in the tv-radio depart- 
ment. 


COMMERCIAL SOLVENTS 
CORP. 
(Fuller & Smith & Ross, Inc., N.Y.) 


While its plans were not finalized at press 
time, this firm definitely will be in spot 
again after Jan. 1 for its HI-D ammonium 
nitrate and other fertilizers. Last year’s 
activity centered around a handful of 
markets in Louisiana and Texas. Minutes in 
and around farm and news-weather 
programs should run for about 13 weeks 
from an early February start. Bernie 
Rasmussen is the timebuyer. 


CONTINENTAL WAX CORP. 
(Product Services, Inc., N. Y.) 
The makers of SIX-MONTH FLOOR WAX 


have been relatively quiet in spot of late, 
having used radio through the summer and 
newspapers this fall. But a “very big” 
campaign is slated for a January start, 
similar to the saturation schedules used last 
spring to introduce its product in countless 
markets across the country. Minutes, 20's 
and ID’s will run in existing markets as well 
as new ones to introduce two new 
products. Senior timebuyer Doris Gould 

is the contact. 


DRUG RESEARCH CORP. 
(KHCC&A, New York) 

The latest product from this maker of 
pharmaceuticals is MAN TAN, a tanning 
lotion that works without sunshine. It’s 
currently being introduced with strong 
schedules of mostly nighttime minutes in 
25-30 markets. The placements will continue 
indefinitely. Beryl Seidenberg is the 
buying contact. 


E. I. DU PONT DE NEMOURS 
& CO., INC. 
(BBDO, New York) 


Reports that the agency was checking 





BAR Booklet 

A recently issued booklet enti- 
tled “BAR Station Handbook” 
and published by Broadcast Ad- 
vertisers Reports, Inc., is intended 
for station management, sales and 
promotion executives—but obvi- 
ously could well be studied by 
agency buyers and account men 
alike. 

In a concise 20 pages, BAR 
gives a full description of its mon- 
itoring service, which covers 
some 235 tv stations, graphically 
illustrates how to read its reports 
to obtain full and complete infor- 
mation on local announcement 
schedules and discusses a number 
of special BAR services such as 
interim monitoring and syndi- 
cated-films reports. 
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hale . 8. SS Se 
a | | important in the station 


image is the type of pro- 
gramming the station carries.” Nat 
Gayster, media supervisor at Ted 
Bates in New York, emphasizes this 
point, at the same time complimenting 
the American Research Bureau for its 
new service of providing an over-all 
audience-coverage figure for each 
station along with regular ratings. “Al- 
though it’s too early to judge,” says 
Mr. Gayster, “it appears to offer a 
good approach to audience measure- 
ment and will certainly simplify buy- 
ing procedure. You don’t have to go 
through various research data regard- 
ing individual station coverage when 
you have this tool. 
“However, he warns, “this ob- 
viously can be only one of many yard- 
sticks; ultimately you have to know 


NAT GAYSTER 





the type of program that will reach 
the audience you want.” 

Mr. Gayster, who supervises buying 
as well as placing on his own for the 
Whitehall Laboratories division of 
American Home Products, favors 
placing within a program—rather 
than between two shows — whenever 





possible. The amount of identification 
attained, he feels, is a distinct advan- 
tage. 

Mr. Gayster served in the Navy 
during World War II on a destroyer 
escort. He joined Ruthrauff & Ryan in 
1947 in the accounting department, 
working up to assistant head of the 
estimating department, while studying 
advertising at night at City College. 
He next worked for the Biow Co. as a 
timebuyer; when the Whitehall ac- 
count joined Bates in 1956, so did Mr. 
Gayster. Last year he was promoted 
to his present position. 

A family man, Mr. Gayster com- 
ments: “I work hard during the week, 
rest on week-ends, I enjoy television 
and become incensed at people who 
say there is no good programming. 
There are enough good shows so that 
even the most discriminate viewer can 
have many enjoyable hours.” 




















. WRGB... the top TV buy delivers this top market. 


WRGB... rated tops in the most recent ARB survey is your top 
TV buy in Northeastern New York and Western New England. 





Represented Nationally by NBC Spot Sales 
NBC Affiliate .... Channel Six 
Albany ... Schenectady ...and Troy 


7 











December 14, 1959, Television Age 6] 



















































* Need Specs? In Defense of Advertising 
Heck! Quiz-show rigging represented a clear-cut deception, whether it vio- 
° 


lated a law or not, says the December issue of Grey Matter. And Dr. 


Not Us! Sidney Roslow, speaking before the Providence Advertising Club, ad- 
” 


mitted a certain shade of rigging occurred when stations bolstered their 
programming during “rating week.” 


Both sources, however, stated that the critical blasts at these infractions 
by competing media was obstructing the usefulness, not only of rating 


services, but of the advertising industry as a whole. 


i “Magazines,” says the Grey Adv. Agency, Inc., newsletter, “which 0 
claim they ‘can help tv believability’ are suggesting that all advertising . 


is not believable.” 0} 

A F Si ht d! Dr. Roslow, director of The Pulse, Inc., expressed irritation with news- H 
re ar ig e “ paper columnists who claimed all of tv’s troubles stem from the rating st 
system. “These writers say ratings control program structure,” he said. v 

“They go on to say that ‘good’ programs are kept from the air because a 

of ratings. . . . Broadcasting is an advertising or commercial medium. Is ai 

it wrong for you to want to reach larger audiences rather than smaller th 

ones?” in 

On the matter of stations crowding popular movies or sports programs e 

into a period when a survey is requested, the director said, “We do not §, 

condemn legitimate audience promotion—even if it seems timed to co- a 

incide with a survey. . . . The station’s job is to get as many listeners as tl 

possible.” He did object, however, to “stunts’—such as ones in which a 

respondents are invited to give all callers the station’s call letters in the ] 


hope of receiving a cash award. By way of legitimate promotion in other 
fields he cited newspapers’ Tangle Town contests, drug stores’ one-cent 








sales, supermarkets’ green stamps and others. ‘ 
Grey Matter stresses the point that in tv or any other medium pictures 5] 
and words must honestly and accurately portray what the product will : 
do in real life. “What is portrayed, rather than the production technique, le 
is the important criterion. It is advertising’s mission, said the newsletter, i 
If you are too— to operate wth integrity and to enlist the aid of business in protecting f 
get your best selling results that integrity. Any form of Government censorship would not create inte- " 
thru our television & radio grity whether applied to tv or other advertising media, it notes. E 
The Pulse director showed that the Government uses sample techniques ( 
FACTS similar to those employed by the ratings services in compiling income \ 
Radio to 298,400 people figures, cost-of-living indices, etc. “Samples,” he said, “are here to stay, : 
TV to 332.700 people and censuses will be fewer and fewer.” 
Son Sores Censors Against the proponents of a single, controlled rating system, Dr. Roslow 











WPBN-TY WTOM.-TY argued, “This is a country of free enterprise. . . . Each research company 


ch. 7 Traverse City ch. 4 Cheboygan employs a method differing from the others . . . and one should not ex- 


pect the results to agree.” What is needed, he said, is an extension of 


wrem WATT WATZ ; - ' _— 
1400 KC 250 watts 1240 KC 250 wette 1450 KC 250 watts present rating yardsticks—additional measurements in the qualitative 
Weare Gig — Myeie fields of program and audience image. These measurements are being 
WMBN WATC . ° ] “ P 
$240 HE 250 welts 900 M2 1000 welts provided in more detail daily, he concluded. 
Petoskey Ceylerd Grey Matter believes more than rating improvements are necessary, 


Reis inete Se Glie ate aoe anette We however, to repair the harm done to the advertising industry as a whole. 


Paul Bunyan Museum at the Univer- “Let’s keep on improving the standards and good taste of all our adver- 


sity of Minnesota. They belonged to the tising,” it said. “Let's continue our self-crificism as a means of improv- 
original Paul Bunyan. ing our performance . . . not for the thrill of headlines.” 


Importantly, though, the newsletter notes, “Let’s not rush into actions 

Paul Bunyan Networks dictated by hysteria. Let’s calmly and carefully examine the conditions 
which led to the quiz scandals and take steps to prevent them.” 

NBC ABC In conclusion, Grey Matter points out that the industry must remem- 


ae ber that “when a scandal reflects on the integrity of any medium of ad- 


Venard, Rintoul & McConnell, Inc. 


verising, it reflects on all.” 
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0. V. Tracy (l.) has been elected to 
succeed William Naden as president 
of Esso Standard Oil Co., and Robert 
H. Scholl (r.) has been elected to 
succeed E, Duer Reeves as executive 


vice president. Mr, Tracy has been 
adirector of Esso Standard since 1954 
and a vice president since 1956. On 
the Esso board his responsibilities have 
included all of the company’s refining 
and petrochemicals operations. Mr. 
Scholl has been an Esso vice president 
and director since 1954. He joined 
the company’s law department in 1937 
and was named general counsel in 
1949. 


availabilities for local dance-party buys in 
about half-a-hundred markets leads to 
speculation that the textile division of 

du Pont might be adding to its schedules. 
It’s been using American Bandstand with 
local cut-ins with good results and plans to 
continue, but is “always looking” into good 
local opportunities. The company’s dress 
fabrics use daytime placements regularly in 
top markets. Trow Elliman is the timebuyer. 


EX-LAX, INC. 
(Warwick & Legler, Inc., N. Y.) 


\t press time, plans for the coming year 


were being firmed up on EX-LAX, and the 
indications were that activity would be 
roughly equal to what it’s been in the past. 
Look for 13-week placements of minutes, 
20’s and ID's in about 15 major markets, 
starting late in January. Jim Kearns 

is the timebuyer. 


GATEWAY FLAKES, INC. 
(Kerker-Peterson, Inc., Minneapolis) 


The agency was just appointed to the 
account of this potato processor and 
reportedly is kicking off a concentrated 
introductory campaign employing tv for 
instant whipped potatoes. The brand name 
is GATEWAY FARMS, with the product 
distributed initially in Minnesota, North and 
South Dakota before moving through 11 
midwestern states. Tv-radio director Paul 
LeMay is the contact. 


G. H. P. CIGAR CO., INC. 


(Compton Adv., Inc., N. Y.) 


EL PRODUCTO cigars, which began about 
10 weeks of nighttime minutes in news 

and sport shows this past October, set some 
additional activity to begin early this 
month. The same types of buys were made 
for short-term runs about three weeks in 
length. Small groups of top markets are 
used. Jack Brooks is the timebuyer. 


GRANT CO. 
(Mohr & Eicoff, Inc., Chicago) 


This mail-order firm continues strong use of 
three-, five- and 10-minute filmed spots in 
numerous markets across the country. The 
agency reports it is buying all the time 
stations have available—usually daytime and 
Jate-evening—with no budget limitations. 
As in most mail-order drives, length of 
schedule is dependent on orders pulled. 
Buying carries on through April. Media 
director Roy MacLean is the contact. 








Audience reaction was as follows: 





Anything For A Laugh? 


Canned laughter, which has been justified as a necessary expedient 
in alleged comedy shows, isn’t always necessary or expedient, judging 
from a recent Schwerin Research Corp. survey. 

The SRC analysis (which ignores the moral question and concentrates 
on the practicality of the technique) indicates that dubbed-in laughter 
for the most part provokes a negative reaction. Schwerin tested two situa- 
tion comedies—one with a laugh track and one without any Lackground. 


Without canned laughs: 21 per cent enjoyed it more; 10 per cent en- 
joyed it less; 65 per cent said it made no difference. 

With canned laughs: 14 per cent enjoyed it more; 37 per cent enjoyed 
it less: 49 per cent said it made no difference. 

It is clear from the above that the majority of viewers of both pro- 
grams were neutral on the question, but Schwerin points out “the show 
that actually had canned laughter elicited considerably higher negative 
than positive reactions.” SRC’s conclusion: “The evidence indicates that 
the ‘necessity’ theory of background laughter is at least open to question.” 






























































lowest cost per thousand of 
all Indiana TV stations! 


One hundred and eleven national 
and regional spot advertisers 
know that the Terre Haute 
market is not covered 
effectively by outside TV 









WTHI-TV 


CHANNEL 10 - ces —asc 


TERRE 
HAUTE 


INDIANA 


Represented Nationally 
by Bolling Co 


SEE PAGE 7 
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Every television salesman has a few pros- 
pects who should be customers but who, for 
one reason or another, won’t try the medium. 
Some of these merchants and distributors 
have never used tv. Others were victims of 
poorly planned or badly executed campaigns. 


For prospects like this you couldn’t ask 
for a better convincer than the one 


TELEVISION AGE is offering. Our exclu- 
sive series of product group success stories 


Reader’s Service 


Number of copies 
Auto Dealers (66 case histories) — 
Bakeries & Bakery Products (12) —— 
Banks & Savings Institutions (19) —— 
Beer & Ale (42) -_— 
Candy & Confectionery Stores (16) —— 
Coffee Distributors (16) as 
Cosmetics & Beauty Preparation (29) —— 
Cough & Cold Remedies (12) — 
Dairies & Dairy Products (26) —— 
Department Stores (37) —— 
Drugs & Remedies (36) oe 
Dry Cleaners & Laundries (10) — 
Electric Power Companies (16) — 
Electrical Appliances (24) — 
Farm Implements & Machinery (12) —— 
Furniture & Home Furnishings (15) —— 
Gas Companies (11) — 
Gasoline & Oil (28) - 
Groceries & Supermarkets (23) ~— 
Hardware & Building Supplies (17) —— 


2 e@ 
Television Age 444 Madison Avenue, New York 22, N. Y. 


Please send me reprints (25c each, 20c in lots totalling 10 
or more) of the Product Group Success Stories checked: 


The case of the 
reluctant advertiser 


includes literally dozens of actual experi- 
ences in television by firms in every business 
group. 


One of these product group stories will fit 
your reluctant prospect—it may well be the 
convincer you need to make that sale. 


Product group stories available in reprint 
form are listed on the order blank on this 
page. Fill it out and return it today. 


Number of copies 
Home Building & Real Estate (14) 
Insurance Companies (14) —_— 
Jewelry Stores & Manufacturers (22) —— 
Men’s Clothing Stores (18) _— 
Moving & Storage (26) 
Newspapers & Magazines (20) 
Nurseries, Seed & Feed (12) 
Pet Food & Pet Shops (12) 
Pre-fab Housing (10) 
Restaurant & Cafeterias (22) 
Shoe Stores & Manufacturers (18) 
Soft Drink Distributors (16) 
Sporting Goods & Toys (24) 
Telephone Companies (10) 
Television & Radio Receivers (14) 
Theatres (24) 
Tires & Auto Accessories (12) 
Travel, Hotels & Resorts (15) 
Weight Control (12) 
Women’s Specialty Shops (14) 
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Name Position 
Company 

Address 

City Zone State 

1) Ienclose payment C) Bill me 


(1) Please enter my subscription for TELEVISION AGE for one year at $7. As a 
premium I will receive a copy of the Source Book of Success Stories which 
includes the second 15 of the above Product Groups. 





HUDSON VITAMIN 
PRODUCTS CORP. 


(Pace Adv. Agency, Inc., N. Y.) 


This money-saving vitamin concern has 
grown to the point where it’s using national 
magazines and network radio, and recently 
tested local spot on WNTA-TV and WOR-T\ 
New York. A film is in preparation for 
further testing in other markets as yet 
undecided, with the agency particularly 
interested in locating areas that have shown 
good response to a “send for our free 
catalog” appeal. Media director Irving 
Krouse is the contact. 


ICELANDIC SEAFOOD CO. 
(L. H. Hartman Co., Inc., N. Y.) 


A new account at the agency is currently 
causing plans to be laid for the introduction 
of its frozen fish-sticks next spring. As 
yet it is undecided whether tv or radio 
spot—or both—will be used, but the 
campaign should get under way next 
March in Los Angeles, with St. Louis, 
Chicago and southern markets added next 
before New York. Frequencies will be 
heavy. 


KINGS WINE CO. 
(Wermen & Schorr, Inc., Phila.) 


Currently running schedules in Phila- 
delphia, Pittsburgh, Wilkes-Barre and one 
or two other Pennsylvania markets, KINGS 
WINE will be back with its spring drive 
in February in those and other markets 
(possibly including several in another 
state where distribution may be obtained). 
Either three three-week or two six-week 
flights will be used, with prime-time 
placements of ID’s set on several stations 





George Crandall has joined Swan & 
Mason Advertising, Inc., as a vice 
president, it has been announced by 
Robert G. Swan, president. Mr. Cran- 
dall is in charge of public-relations 
accounts of the agency and serves as 
a member of the plans board. In ad- 
dition, he assists Mr. Swan in new- 
business projects. Associated with 
CBS since 1938, Mr. Crandall left that 
organization in 1957 as director of 
press information and joined National 
Telefilm 


public relations. 


Associates as director of 
He resigned from 
NTA earlier this year. 
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Meeting at the Meredith stations’ cocktail party in Chicago recently were (I. to r.) 
Sid Tremble, KcMo-tTv Kansas City; Bill Baker, D’Arcy Advertising; Wayne 
Stackhouse, advertising director of Standard Oil of Indiana; Fred Ebener, wow- 
tv Omaha; Wesley Nunn of Standard Oil, and Kent H. Lee of D'Arcy. 


per market. Spots are heavied-up late in 
the week for Saturday shopping. Account 
executive Jay Beneman credits the co-op 
work of the First Advertising Group, 
which gives the agency a tv man in almost 
every local market, with helping to obtain 
good buys for the client. Rochelle Siegel 

is the timebuyer. 


KITCHENS OF SARA LEE, 
INC. 

(Cunningham & Walsh, Inc., 
Chicago) 


As noted here Nov. 2, other markets will get 
introductory schedules on CHICKEN 

SARA LEE after the first of the year. 
Filmed minutes in heavy frequencies, along 
with some 20's, will run in short flights in 
selected eastern-seaboard markets. Account 
executive Gene McKeough is the contact. 


LEVER BROS. CO. 

(JWT. New York) 

Another firm moving with January activity 
is Lever, which has both LUX LIQUID and 
STRIPE toothpaste setting minutes and 

20’s in the top markets used throughout the 
past year. Both day and night spots will run 
for 13-20 weeks. Richard Nyborg is 

the timebuyer. 


LEVER BROS. 


(Ogilvy, Benson & Mather, Inc., 
V.Y.) 


DOVE soap, which hasn’t been too strong in 
spot since its introductory campaign 

more than a year ago, reportedly has set 
schedules in top markets to start after the 
first of the year. Late night minutes will run 
for 52 weeks. Art Topol is the timebuyer. 


ABRAHAM LUSTIG, INC. 


(Punchinello, Inc.) 
(Storm Adv. Co., Inc., Rochester) 
This producer of PUNCHINELLO frozen 


drink made its initial entry into spot last 
spring with a 13-week schedule in several 
upstate New York markets, It just ended 
a four-week special campaign in 
Philadelphia and will be back this 
spring in existing markets and new ones 
where distribution is set. Barbara 
Herman is the buying contact. 


MINNESOTA MINING & MFG. 
co. 


(BBDO, Minneapolis) 


A new product—SCOTCH BRAND 
DUSTING FABRIC—is currently testing in 
scattered markets, with minutes and 20's 

in daytime slots used. Hale Byers is 

the timebuyer. 





Opportunity Knocks 


Some 30,000 copies of “The 
Advertising Business and its Ca- 
reer Opportunities,” a new edi- 
tion of an AAAA booklet, are on 
their way to schools, colleges, 
student editors, etc. 

The free brochure analyzes the 
type of person best suited to an 
advertising career and the fields 
in which he may work, noting 
that 2,000 people are engaged in 
tv-radio production in ad agencies 
alone, along with countless others 
in timebuying, copywriting, re- 
search and similar fields. About 
5,000 persons yearly are needed 
by agencies, says the booklet, and 
the number is expected to in- 
crease for some time. 

In a complete discussion of ad- 
vertising’s place in the economy, 
it is noted that numerous job 
opportunities exist outside the 
agency field — with manufactur- 
ers, media, research companies, 
etc. Currently, it states, about 
150,000 people are employed in 
advertising in one form or an- 
other. 





This four-leaf clover 
is worth looking over! 











FT. SCOTTE = NEVADA O 
CHANUTE LAMAR 
INDEPENDENCE CARTHAGE 
PITTSBURG 4 
KODE-TV MT. VERNON 
JOPLIN 
NEOSHO 
MIAMI 
BENTONVILLE 
ROGERS 
VINITA FAYETTEVILLE 
GROVE 
* f 


Missouri’s 3rd TV Market 


151,400 TV HOMES* 


Lucky KODE-TV, Joplin, Mo., is 28% taller, 29% 
more powerful than the nearest competition. 
And KODE-TV covers: * a 4 state area * 151,400 
TV Homes * 669,800 people with $776,919,000 
buying power. 


KODE=-TV cnHanner 12 
JOPLIN, MISSOURI css-asc 


Rep. by Avery-Knodel » A member of the Friendly Group 
re *TV Mag., June '59 





SEE PAGE 7 
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BOSTON 
3-Station Report 
(four-week ratings) 


TOP SYNDICATED FILMS 
Highway Patrol* (Ziv) wez-tTv Tue. 7 
State Trooper* (MCA) wNac-Tv Thu. 7 
Whitiybirds* (CBS) wez-Tv Mon. 7 
U. S. Border Patrol (CBS) wez-trv Wed. 7 
The Honeymooners (CBS) WNAc-TV 
WU: TOD sic rccaden ee ° 
U. S. Marshal (NTA) wNao-tv Sat. 10:30 
Death Valley Days (U. S. Borax) 
wez-ty Fri. 7 eeésecs . 
Huckleberry Hound (Screen Gems) 
WNAC-TV Thu. 6:30 .. 

Mike Hammer (MCA) WNAO TV Sat. 7 
Lock-up* (Ziv) WHDH-TV Thu. 10:30 


Four Just Men (ITC) wnz-tv Sat. 10:30 


Popeve* (UAA) wpz-Tv Sun. 6:30 
Adventures in Sherwood Forest (Offic ial ) 
WNAO-TV Sat. 6 cece . : 
Silent Service (CNP) wez-tTv Thu. 10:30 
Sea Hunt (Ziv) WHDH-TV Tue. 10:30 


TOP FEATURE FILMS 


Boston Movietime waez-tTv Thu. 5-6:30 
Boston Movietime wBz-Ty Wed. 5-6:30 
Cinema 7 WNAO-TV Sun. 12 n.-2 _ 
Boston Movietime wrez-TvV Mon. 5-6:30 
Boston Movietime waz-Tv Tue. 5-6:45 


TOP NETWORK SHOWS 


77 Sunset Strip* WHDH-TV ..... 
Perry Mason WNAC-TV 

Frank Sinatra* WHDH-TV 
Wagon Train wsz-Tv 
Gunsmoke WNAOC TV 

Perry Como WBZ-TV 

Ed Sullivan WNAO-TV - 
Welk’s Dancing Party WHDH-TV 
The Price Is Right waz 
Ford Startime* wBz-TV 


v 


anbeiy s-b gue PAUL 





tation Report 
en ratings) 


TOP SYNDICATED FILMS 
Death Valley Days (U. S. Borax) 
wooo-Tv Sat. 9:30 





Huckleberry Hound (Sereen Gems) 
Woue-se Des S:O0. ...cccae 

U. S. Border Patrol* (CBS) 

KSTP-TV Thu. 9:30 ...... eeecccccs 
Three Stooges (Screen Gems) wcco-TVv 
M-F 5:30 eve coe 
Superman (Flamingo) wcco-Tv Thu ) 
New York Confidential (ITC) weco-Tv 
Tue. 7 . es é war . 

Roy meee (Roy Rogers Synd.) 

weco-Tv Sat. 11 a.m. ...... epesces 
Whirlyb'rds* (CBS) wrcn-tv Sun. 9:30 
Sea Hunt* (Ziv) wrcen-tv Thu. 9:30 
Lock-up (Ziv) KsTP-Tv Wed. 9:30 

Phil Silvers* (CBS) wron-tv Fri. 9:30 
Quick Draw McGraw (Screen Gems) 
woco-Tv Wed. 5 Sues ese 

Three Stooges (Screen Gems) weoco-Tv 
Sat. 11°30 a.m ° ee 

State Trooper (MCA) KsTP-Tv Thu. 10:30 
Badge 714 (CNP) KsTP-TV Mon. 10:30 


TOP FEATURE FILMS 


Big Movie KMsp-tv Fri. 10-11:30 


Critics Award weco-Tv Sat. 10:30-12 mid 


Big Movie KMspP-Tv Sat. 10-11:30 
Movie Spectacular WTCN-TyY Thu 
89330-33516 GM. wccsecceces 
Movie Spectacular WTCN-TV Sun 
16°30 .12 mid 


TOP NETWORK SHOWS 
What's My Line wooo-Tv ...... 
Gunsmoke WOCO-Tv 
Wagon Train KSTP-TV ‘ 

Father Knows Best* weco-tv 

Danny Thomas* 
Ford Startime* KsTP-TV 
Perry Como KSTP-TV 

The Price Is Right KsTP-Tv 
77 Sunset Strip* wTcCN-TVv 
Red Skelton woco-Tv 


weco-TyV 


*Indicates programming change during four-week 


One-week rating given 
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ARB City-By-City Ratings October 1959 


CLEVELAND 
3-Station Report 
(four-week ratings) 
TOP SYNDICATED FILMS 


U. S. Marshal (NTA) wews Fri. 10:30 ...22 
Three Stooges* (Screen Gems) WEWS 





Be GOED wa nadacnccwbesyaeseesewieves 19.2 
Bold Venture (Ziv) Kyw-Tv Sat. 10:30 ...17 
Flight* (CNP) wews Sun. 10:30 ........ 17 
Mike Hammer (MCA) wews Tue. 10:30 14 
Wiiliam Tell (NTA) Kyw-Tv Wed. 7 ... 13. 


Death Valley Days (U. 8S. Borax) 
|, eS ° . 
Cannonball (ITC) Kyw-Tv Wed. 10:30 
Phil Silvers* (CBS) Kyw-tv Thu. 10:: 
Popeye* (UAA) Kyw-Tv M-F 5 

U. S. Border Patrol (CBS) Kyw-tv Fri. 
Superman* (Official) KYw-TV Mon. 7 
New York Confidential* (ITC) waw-tv 








Sat re ease -1l1 
Lock-up* (Ziv) KYW -11 
Sea Hunt (Ziv) wiv 10 
TOP FEATURE FILMS 

Masterpiece Theatre waw-Tv Sun. 6-7:30 11.2 
Best of Hollywood Kyw-Tv Sat 

22225-13380 Gm. cccccccccess eeesen 10 
Nite Movie Wiw-Tv Sat. 11 30 a.m. 9 
Afternoon Movie wsw-Tv Sun. 1-3 .. csee 9 
Late Show KyYw-Tv Fri. 11:30-1 am. ..... 8 


TOP NETWORK SHOWS 


77 Sunset Strip* wews 





Gunsmoke* WIW-TV ....ccsececcccess 35 
Adventures in Paradise* wWEws 
Wagen Traim KYW-TV ...ccccess 
The Detectives* wEews 





The Rifleman* wews 3 

The Real McCoys wews 30 
Perry Como KYW-Tv 28 
Maverick WPws 28 
Lawman WEWS 28 


PITTSBURGH 


3-Station Report 
(four-week ratings) 


TOP SYNDICATED FILMS 


State Trooper (MCA) KDKA-TV Sat. 10:30 ..35.: 


Navy Log (CBS) KpKA-TVv Sat. 10:30 
Sea Hunt (Ziv) KDKA-TV Sat. 7 
Death Valley Days (U. S. Borax) 


KDKA-TV Thu. 7:30 ° ooee dS 
Whirlybirds* (CBS) wie Mon. 7 oe 15 
Rescue 8 (Screen Gems) WTAB Thu. 7:30 ..14 
Huckleberry Hound (Screen Gems) 

KDKA-Tv Mon. 6:30 osaes 14 
Popeye (UAA) wiic Sat. 9 a.m . souceee 
Lawless Years (CNP) wic Thu. 10:30 .. 13 
Popeye (UAA) wilco M-F 5 oes 
Highway Patrol* (Ziv) wiic Tue. 7 ee 
Phil Silvers* (CBS) KDKA-TV Wed. 8 12 
Mike Hemmer (MCA) wiic Sat. 7 12 
Roy Rogers (Roy Rogers Synd.) 

KDKA-TV Fri. 6:30 .. tat 1}. 


26 Men (ABC) wiic Thu. 7... esee -10 


TOP FEATURE FILMS 


Family Movie* wTae Sun. 6-7:30 ....... 14 
Gateway Studio Presents KDKA-TV 

Pee. BSSESS see GAR sccccas ° esece 10 
Early Show KDKA-TV Thu. 5-6:15 ..... 10 
Early Show KDKA-TV Wed. 5-6:15 oe 
Gateway Studio Presents KDKA-TV 

De, Beem see GM. acckcctdceccana ee - 10.2 


TOP NETWORK SHOWS 


Gunsmoke KDKA-TV . 
Have Gun, Will Travel* KDKA TV 3 
Father Knows Best* KDKA-TV ...........-. 37 
Jack Benny* KDKA-TV 

Perry Mason KDKA-TY 

77 Sunset Strip* wTage 

What's My Line ‘KDKA-Tv 

Danny Thomas* KDKA-TV 

Rawhide KDKA-TV 

Ed Sullivan KDKA-TV . . acnenee 





x 





a © 








So aw 





te 


so he 


ae oe 











DETROIT 


4-Station Report 
(four-week ratings) 


TOP SYNDICATED FILMS 


Sea Hunt (Ziv) wseKk-tTv Sat. 10:30 
Huckleberry Hound (Screen Gems) 
CKLW-Tv Thu. 7 cencece ees 
Divorce Court* (Guild) wsBK-TV Tue. 7 


Superman (Flamingo) CKLW-TVv Wed. 6:30 ..16 


Death Valley Days (U. 8S. Borax) 
WwWJ-Tv Mon. 7 tavvves . 
Cannonball* (ITC) wxyz-tv Fri. 7 
The Honeymooners* (CBS) ww-Tv 
Sat. 6:30 cveeeses . eee 
Popeye (UAA) CKLW-TV Mon. Sun. 6 
Quick Draw MeGraw (Screen Gems) 
CKLW-TV Tue. 6:30 A 
Mackenzie's Raiders (Ziv) WX¥z-TV ‘Wed. 7 
Four Just Men (ITC) wsBK-Tv Sat. 7 
Hawkeye and the Last of the Mohicans 
(ITC) cKLW-Tv Mon. 6:30 eee 
Ciseo Kid (Ziv) CKLW-TVv Fri. 6:30 
Brave Stallion (ITC) wxyz Tue. 7 .. . 
Buccaneers (Official) CKLW-Tv Thu. 6:30 


TOP FEATURE FILMS 


Million Dollar Movie OKLW-TV Sun 
3:30-5:30 ce Sc a toa 
Bill Kennedy Showtime OKLW-TV Sun. 1-3:30 . 
Five Star Theatre wsBK-TV Wed. 7-8:30 
Nightwatch Theatre WsBK Tv Sat 
11:30-3 a.m deen ted ion 

Early Show wsek-Tv Tue. 5-6:30 


TOP NETWORK SHOWS 


Wagon Train wwi-tTv 


77 Sunset Strip® WXYZ-TV .........cccccee 


Gunsmoke WJBK-TV 
The Rifleman WxXyYz-TV 
Perry Como WWJ-TV 
Danny Thomas 
Maverick WXYZ-TV . 
Alfred Hitchcock Presents WJBK-TV 
The Real McCoys WXYZ-Tv 

Perry Mason WJBK-TV 


WIBK-TV 


ST. LOUIS 
4-Station Report 
(four-week ratings) 


TOP SYNDICATED FILMS 


Highway Patrol (Ziv) Ksp-tTv Thu. 9:30 
Annie Oakley (CBS) KMoOx-TV Sat. 6 


Sea Hunt (Ziv) KTvi Fri. 10 

Silent Service (CNP) Ksp-Tv Thu. 10 

U. S. Marshal (NTA) Ksp-Tv Wed. 10 
Mike Hammer (MCA) Ksp-Tv Sat. 10 
Lock-up* (Ziv) Ksp-Tv Wed. 9:30 
Popeye (UAA) KMOX-Tv Sat. 11:30 a.m 
Roy Rogers (Roy Rogers Synd.) 
K8p-TV Sat. 10:30 a.m eee cesses 
Phil Silvers* (CBS) KMOXx-TVv Tue. 6:30 
Mackenzie’s Raiders (Ziv) KTv1 Sun. 10 
Championship Bowling (Schwimmer) 

KTVI Sat. 4 ° 

This Man Dawson* (Ziv) KsD-TV Mon. 10 
Death Valley Days* (U. S. Borax) 


Ksp-Tv Sun. 10:30 





TOP FEATURE FILMS 


First Run Theatre KMOXx-Tv Sat 

10:15-12 mid eeneee . 

Late Show KMOX-Tv Fri. 10°30-12:15 a.m. 
Gold Award Theatre KspD-TVv Sat 
10°36-12:30 a.m ‘ Trt 
Late Late Show KMOX-Tv Sat. 12-1 a.m. 
Late Show KMOX-TV Sun. 10:30-12:45 a.m. 


TOP NETWORK SHOWS 


What's My Line KMOX-TV 
Danny Thomas* KMOX-TV 
Gunsmoke KMOX-TV 
Wagon Train KsD-TV 
Perry Como KSD-TV 


Jeck Benny* KMOX-TV 
June Allyson KMOX-TV 
Perry Mason KMOX-TV 
Red 





Skelton KMOX-TV 











Whirlybirds* (CBS) Ksp-Tv Tue. 10 ...... 





Father Knows Best* KMOX-TV . sccedeaee 
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John F. Day (1.) has been named vice 


president, news, and Robert E. Lang 
(r.) vice president, administration, it 
has been announced by Sig Mickelson, 
president of CBS News. Mr. Day 
joined CBS News after more than 20 
years in newspaper work, and has been 
director of news for the CBS organi- 
zation since January 1955, Mr. Lang 
went with CBS News in 1956 as di- 
rector of program sales, following five 
years as the first director of Radio 
Free Europe. Since September 1958 
he has been functioning as head of 
administration for the division. 


MISHAWAKA RUBBER & 
WOOLEN CO., 
Div. U. S. Rubber Co. 


(Campbell-Mithun, Inc., Chicago) 


Schedules of minutes in kid shows will start 
in January and February for RED BALL 
shoes in about 60 markets. Most of the areas 
are major ones, although some selected 
sma'ler markets are included. The place- 
ments will run about 13 weeks. Chief 
timebuyer William Stenson is the contact. 


PRINCE MACARONI 

MFG. CO. 

(Storm Adv. Co., Inc., Rochester) 
While a large portion of this account is 
handled by S. E. Zubrow agency in 
Philadelphia (which recently set lengthy 
schedules in New England markets 

see Nov. 2 Spot Report), Storm handles 
the New York state business and 
currently has daytime filmed minutes 
going in Syarcuse and Rochester. The 
firm appears to be expanding its tv 
activity and should be back after the 
holidays. Barbara Herman is the buying 
contact. 





Talent Firm 


Marge Kerr, formerly casting 
director at Young & Rubicam, 
Inc., for more than three years, 
and previously at N. W. Ayer & 
Son, the William Morris Agency 
and others, opened People & Pro- 
ductions, Inc., New York, to pro- 
vide talent and promotion for 
commercials, film and live ty 
packages and sales presentations. 


PROCTOR ELECTRIC CO. 
(Weiss & Geller, Inc., N. Y.) 


The appliance maker just finalized a deal 
for network buy of a Jerry Lewis NBC-TV 
special next May, but reports there will be 
additional tv activity as well. More than 30 
markets were used in last spring’s spot 
drive which kicked off in February for 
10-12 weeks. If spot is used, chances are the 
campaign will start at a later date—but it’s 
understood that daytime network is also 
getting consideration. Jack Geller is 

the contact. 


JOSEPH SCHLITZ BREWING 
co. 

(Grant Adv., Inc., Chicago) 

At press time, the agency was checking 


availabilities for a January start in Michigan 
markets for OLD MILWAUKEE beer. 





Mobile Tape 


First truly international mobile 
tape unit has been p!aced into op- 
eration on the Continent servic- 
ing CBS-TV and NBC-TV in their 
coverage of the western pre-sum- 
mit and summit conferences. 

The self-contained facility, de- 
scribed as the first to be developed 
in Britain on the American stand- 
ard, is composed of equipment 
made by the Pye Co. of England 
and Ampex Corp. of America. It 
is owned by a subsidiary of ATV 
—ATV (Mobile Recording) Ltd. 
and is said to cost 100,000 
pounds, or $280,000. The unit 
was developed by ATV engineers 
and the research department of 
the Pye group of companies, in 
association with a team of CBS 
experts headed by Edward L. 
Saxe, CBS-TV’s director of oper- 
ations. 

Equipment contained in three 
vans includes a four-camera mo- 
bile control room, a mobile video- 
tape recorder and mobile power 
unit. In addition, an electronic 
high-definition converter, jointly 
developed by ATV technicians 
and engineers from Radio Diffu- 
sion Television Francaise, is con- 
tained in the unit. The system 
permits conversion of the French 
line standard of 819 and the Eu- 
ropean line standard of 625 to the 
American system of 525 lines. 




















































































*KTVI rate card 
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TV buy 
in St. Louis 
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€ King Features Syndicate Inc 


SEE PAGE 7 
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REPORT 


TO THE 


INDUSTRY 


HE National Audience Board is 

pleased to present a progress 
report of its services to the industry 
on the occasion of its fifth anniver- 
sary. The Board evaluates public 
reaction to television programming 
on a non-profit basis and acts as a 
liaison between the public and the 
industry. 


T the invitation of the United 
States Department of State, two 
NAB delegates attended the recent 


UNESCO Denver conference devoted | 


to cultural relations between the 
U.S. A. and South America. In addi- 
tion, the Board recently announced 
the appointment of Hajime Ishii as 
its representative in Japan. 


ORE than 1000 civic leaders 

voted on 260 programs pre- 
sented during children’s viewing 
hours, resulting in a report highly 
favorable to the industry but con- 
taining constructive criticism of 
value to the public. 


UR Newsletter has carried arti- 
cles by the United States Infor- 
mation Agency and the Federal Trade 
Commission, as well as feature 
stories devoted to RCA color and the 
news departments of CBS and ABC. 
Such outstanding sponsors as Chrys- 
ler Corporation and Chevrolet have 
asked the Board to evaluate their 
programs. 


E have also previewed pilot 

films of well known independent 
producers. To defray expenses, the 
Board charges a nominal fee of $100 
per city for previews. Rates for na- 
tional and regional surveys will be 
quoted on request. 





4 National 
\ Audience 
\ Board : 





New York Headquarters 
152 East End Ave., New York 28 


Los Angeles Headquarters 
+ Ae Canon Dr., Beverly Hills, | 
alif. 


Prime-time 20’s and ID’s should be placed, 
although news, sports and weather shows 
were being considered. Mary Alice 
Crisafulli is the timebuyer. 


SEVEN-UP CO. 
(JWT, Chicago) 


Currently about 30 markets are running 
minutes and 20’s on SEVEN-UP in support 
of network schedules. Primarily evening 
time is used, with the six-week placements 
to wind up the end of this month. Plans 
for 1960 activity are being prepared. Harry 
Furlong is the timebuyer. 


SOUTHERN PACKING CO. 
(Rockmore Co., N. Y.) 

While not deliberately making capital of 
the cranberry situation, APPLBERRY 
sauce returned to spot last month in 

New York at an opportune time. The 
Applesauce-and-raspberry product is 
using two or three stations for brief flights 





Russian Course 


Television’s contribution to im- 
proved U. S.-Russian relations 
by means of language-study 
courses is the subject of an illus- 
trated article in America, a maga- 
zine published by the U. S. In- 
formation Agency for distribu- 
tion in the Soviet Union. 

“When wrcGB-Tv Schenectady 
started televising a course in 
-at 6:30 o'clock each 
Tuesday and Thursday morning 


Russian 


no one knew quite what the 
audience response might be,” the 
article begins. “But even the most 
optimistic observers were sur- 
prised . . . some 4,000 people re- 
quested the study guide offered 
. . the local 
supply of 1,000 Russian textbooks 
was sold out . . . spare-time study 


free by the station . 


groups sprang up.” 

Similar programs produced by 
stations in Seattle, Oklahoma City 
and Washington, D. C., also 
gained tremendous community 
support. Popular interest was re- 
sponsible for development of the 
course in Seattle, says Edna Bab- 
cock, director of foreign lan- 
guages for public schools. People, 
she says, “realize the importance 
of intercommunication and mu- 
tual understanding, and the fact 
that these cannot be achieved 
without a knowledge of the Rus- 
sian language.” 
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William Goodnow (l.) manager of 
wisN-TV Milwaukee and Brent O. 
Gunts (r.), manager of WBAL-TV Bal- 
timore, have been made resident vice 
presidents, it has been announced by 
D. L. Provost, vice president and gen- 
eral manager Radio and Television 
Division, Hearst Corp. Thomas S. 
Carr, manager of WBA radio, and 
James Butler, manager of wisn radio, 
were also promoted to vice presiden- 
cies. 


of ID’s in a drive running until next 
March. While market additions are not 
planned at present, there’s always a chance 
as the firm has distribution elsewhere. 
Previous spots have run in Philadelphia. 
Tv-radio director Elaine Akst is the contact. 









CANCER’S 
DANGER 
SIGNALS 

CAN BE 
SAFETY 
SIGNALS 





ae 


You can do two things to guard 
yourself against cancer: Have an 
annual health checkup. Alert your- 
self to the seven danger signals 
that could mean cancer: 1. Unusual 
bleeding or discharge. 2. A lump or 
thickening in the breast or else- 
where. 3. A sore that does not heal. 
4. Change in bowel or bladder hab- 
its. 5. Hoarseness or cough. 6. Indi- 
gestion or difficulty in swallowing. 
7. Change in a wart or mole. If 

| your signal lasts longer than two 
weeks, go to your physician. Give 
him the chance to give you the 
chance of a lifetime. 


AMERICAN CANCER SOCIETY g® 
















act. 


i 








SIMONIZ CO. 
(Young & Rubicam, Inc., N. Y.) 
Oct. 19 Spot Report noted that a delay 

had set back the anticipated fall campaign 
on this company’s IVALON sponge which 
was recently tested via spot in a few 
markets. The latest word is that the 
expected January start has also been 
moved back until spring, evidently to 

take advantage of the spring-cleaning 
period. Associate media director Richard 
Anderson is the contact. 


STANDARD SECURITY LIFE 
INSURANCE CO. 

(Mogul Williams & Saylor, Inc., 
VF 

As a long-range spot prospect, chalk up 
this life insurance firm which just appointed 
MWA&S to its account. A budget of 

$250,000 has been set for a test of mail-order 
advertising, but account supervisor Alvin 
Kaplan notes that tv and radio will be 
tested also in the future. 


TOBIN PACKING CO. 
(Storm Adv. Co., Inc., 
SS #. 

Activity for 1960 should continue as in 
the past for this packer’s ARPEAKO 
meats. Day and night minutes are used in 
Rochester, Syracuse, Albany, Utica, 
Hartford and other markets in New 


Rochester, 


England and nearby states. Long-term 
schedules are set. Barbara Herman is the 
buying contact. 











Theodore M. Wrobel is the new as- 
sistant sales manager for WBz-TV Bos- 
ton, it has been announced by Ken- 
neth T. MacDonald, sales manager of 
the station. He was with Weed Tele- 
vision before going to the wttc 
Washington sales staff, a position he 
held until coming to the Boston West- 
inghouse station. 





Buyer’s Check List— 


New Station 


wyps-TvV Fairmont-Weston-Clarksburg, W. 
Va., recently granted channel 5 Weston after 
a petition to have an educational channel 
redesignated as commercial has set March 
31, 1960, as a target date. J. Patrick Beacom 
is president and general manager, Numa 
Fabre Jr. managing director and commer- 
cial manager. The station will be an ABC- 
TV affiliate with some CBS-TV programs. 
Main offices and studio will be at Broadcast 
House, 400 Quincy St., Fairmont. Tower- 


transmitter will be nine miles northeast of 
Weston, nine miles southeast of Clarksburg 
and 15 miles northeast of Fairmont. The 
450-foot tower will be atop Wolf Summit 
Mountain, putting the antenna 2,100 feet 
above sea level. Maximum power will be 
100 kw, with RCA and GE equipment. The 
station will be represented by Gill-Perna, 
Inc. 


New Representatives 

KroD-TV E] Paso has appointed the Boll- 
ing Co. as national representative, effective 
Jan. 1. 

wWrAM-tv Lafayette has appointed Young 
Television Corp. as national representative, 
effectively immediately. 

WHTN-TV Huntington-Charleston, W. Va., 
has appointed Blair Television Associates as 
national representative, effective Jan. 1. 

wrtv Indianapolis has appointed Young 


Television Corp. as national representative, 
effectively immediately. 


Station Change 
wcHu Champaign, satellite of wics 
Springfield-Decatur went into full operation 
in November carrying all programs ‘of the 
parent station from sign-on until sign-off. 
Previously the station went on the air from 
6 p.m. until sign-off. 


Network Rate Increases 

ABC-TV: 

KOLO-TV Reno, from $150 to $200, Dec. 1. 

wsRc-TV Birmingham, from $1,100 to $1, 
175, Dee. 1. 

wTrHI-tv Terre Haute from $500 to $525, 
Dec. 1. 
NBC-TV: 

KHAS-TV Hastings, Neb., from $250 to 
$275, Dec. 1. 

KTvB Boise, from $225 to $275, Dec. 1. 

KVAL-TV Eugene, Ore., from $225 to $250, 
Dec. 1. 

wesp-tv Paducah, Ky., from $350 to $425, 
Dec. 1. 

wtrF-tv Wheeling, from $600 to $700, 
Dec. 1. 


Network Change 
KRDO-TV Colorado Springs has become an 
affiliate of ABC-TV. 









TROPICANA PRODUCTS, INC. 


(John L, Douglas & Associates, Inc., 
Bradenton, Fla.) 


While it’s used spot in copious amounts in 
top markets for its orange juice in cartons, 
this processor is currently using tv schedules 
in selected markets for the introduction of 

a new aerosol-powered orange drink 
competitive with General Foods’ Tang. 
Distribution is being extended across the 
country, with about one-half already 
covered. Media director and president 

John Douglas is the contact. 








STATION NETWORK 
anid PERSONAL 
REPRESENTATIVE 






KELO-TV, Sioux Falls, S. D. 
KROC-TV, Rochester, Minn. 
WIMA-TV, Lima, Ohio 


WPEN-TV, Traverse City, 
Mich. 


235 East 46th St., New York 17, N. Y. 
Plaza 5-4262 











1,177,172 Square Miles 
7,500 Accounts 
1,000 Advertising 

Agencies 


HAT'S the eleven western states. 
And a media salesman must move 


| fast to cover his prospect list. Not much 


time to pioneer new accounts. 


He needs help. Help from Western Ad- 
vertising, the magazine that western 
advertisers and agencies look to for 
advice, counsel—the straight story— 
whether it be spot news or “how to” 
articles. For the full story on WA and 
how it can help you—as it helps its 
readers—call or write one of our offices. 


Western Advertsing 
for Western Attitudes 


San Francisco . Los Angeles 
New York e Chicago 


A , 
A t 
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VIRGINIA CAROLINA 
CHEMICAL CORP. 


Marketing Network 
(Albert Sidney Noble Adv., N. Y.) 





“ d I 
As with other companies’ plans for spring Designed to fill a gap in agen- 
is wrt ae a - i ( 
campaigns on fertilize r, this firm has cy-network services, a new na- 
similar schedules set for a start early next ‘ ’ aia . 
year in important farming areas in the tionwide association of agencies 
southeast, midwest and southwest. It called Marketing Associates, Inc., 
produces dry fertilizers—mixtures of 7 ‘ f 3 
nitrates, potassium and phosphorus. Minutes 1s being organized to furnish ! 
in noon-time and evening slots, near farm clients with a full range of mar- 
and news programs, will be used, with J ‘ 
starting dates varying according to local keting aids. 
weather, etc. The firm entered spot for the F hi I ovided 
first time last year with a three-market buy rancnises WI ye provider 
and has been building steadily. Media agencies in top markets, with ; 


director Arch Crawford is the contact. Ser 
participating members exchang- 


In Maryland ing ideas and information on ac- | 


Rep Report counts and providing specified 
local marketing help, if called ( 


A ‘ss tl - -gotiati Ss -re E- “ 
Most People t press time, negotiations were in prog upon. Officers were elected last ' 


| ress whereby one of the newest companies : : : 

ie ; err ‘i month at a meeting in Philadel- 

| in the representative field—Broadcast Time : sie — adel 
Watch WMAR-TV | Sales which services 17 radio stations phia, with Leonard Kanzer, part- 

| . . ) 

| would purchase the firm of Rambeau, ner in Marvin & Leonard Adv. 


| Vance & Hopple, Inc., for a price placed Co., Boston, heading the member- 


* 
aa . 
Channel ? near the $4-million mark. Carl Schuele, ship committee. A second meet is 


president of BTS and the youngest owner 
‘ : : planned for late January, and 
(31) of a representative company in broad- . 


*NIELSEN Oct. 59 MAI expects to be fully operative ( 


casting, is expected to become president 
of both firms, with Rambeau, Vance & by April. 


Hopple continuing to operate separately. 





The Rambeau name was one of the first 
in the representative business, functioning . 
as the Wm. G. Rambeau Co., Inc., until WELCH GRAPE JUICE CO. 
1958. RV&H currently services some 25 ra- (Richard K. Manoff, Inc.. N. Y.) | 
dio stations as well as wowL-tv Florence, R ss , os se 

‘ : : is noted here last issue, buying activity for 
Ala., and KNox-tv Grand Forks, N. D. 1960 has begun for the first group of _ 
> COMMENT VENDRE-T-ON markets in a list that should total about 100 | 


: < S +e +7 -mer ‘ ime > . on? 
James S. Gessner, formerly a timebuyet eventually. Minutes and 20’s on 





Y genet mangiigs | with J. Walter Thompson Co., joined the WELCHADE and the company’s juices 
€,000,008 syes/ | staff of The Branham Co. and will work are set for long-term runs in both day and 


. . . ° "I , 
watch Green Bay's Channel 5 SS ape ee night slots. Media director Stan Newman | 
LE TELEVISION ; is the contact. 


‘That's why IMPORT MOTORS of | In the Los Angeles office of the Bolling 





App : , choose WFRV to Co., Inc., John A. King was named man- WINSTON SALES CO. 
sell their French Imported RENAULT ager, having joined the representative 2. BF ig ht 
Dauphine. Their ten second adjacency ; : I , (Mohr & Eicoff, Ine., Chicago) 


. earlier this year. Mr. King has been in 
to “LAW OF THE PLAINSMAN” drew : This company, which reports great sales 





* « broadcast sales for eight years in southern ~ : ‘ : : 

. . i = ~~ gti — “ oe . eT es i ons results from its tv mail-order drive on its 
rich Fox River Valley. IM! ‘OR California. Fishing Kit this past fall, is now featuring 

MOTORS remarkable INCREASE in various items in a campaign that extends | 


sales, dramatically proves the effective- Neil Pugh, who left the Branham Co. this 


’ : . through spring. Buying is constant as time 
ness of Green Bay's quality station! 


past summer to join George P. Hollingbery opens up for its three-, five- and 10-minute 
as a video account executive, returned to filmed spots. Media director Roy MacLean 


? 
TRES GRAND | Branham as a senior tv a.e. is the contact 


| The Chicago office of Daren F. McGavren i 
| Co., Inc., has expanded into larger quar- 
elelai. i. kd 


ters at its existing address, 35 E. Wacker 


Drive, and taken on additional staff per- “3 JOHNSTON'S | 


sonnel. CHARCOAL ROOM. in: | 
" ski a 
Peters, Grifin, Woodward, Inc., opened COCTAILS — DINNER — SUPPER 
‘ . Ss i LUNCHEON Monday thr 4 
its ninth office recently, adding Boston to Pionist nitely — Open 7 doys 


MEMBER ALL CHARGE CLUBS 
848 Second Avenue —at 45th St 






its list of headquarters-markets. John T. 





RENAULT King II, a radio account executive in New 
York for several years, will be in charge 
of the office, with PGW’s New England tv 
Another sure proof of representative, Theodore Van Erk, continu- 
Oe See cor oe ee” ing to service the area. Replacing Mr. King 


wtrv s in New York is James Horsey, who has 


highest tower — maximum power been a timebuyer for Grant Adv., Chicago, 


and was with wen-tv Chicago and NBC in 
green bay S ; + 


LET US BE YOUR 
NEW YORK OFFICE | 


24-hour, 7 days a week, service 
specializing in tv and radio industry. 


PLAZA 9-3400 


Telephone Message Service 
222 E. 56th St., New York City 






















various capacities. 
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Gas, Oil (Continued from page 33) 


its weatherman series on_ stations 
throughout its eastern United States 
distribution area. The promotion has 
proved so successful that it has been 
practically unchanged for nearly 10 
years. In addition, the company car- 
ries a heavy sports schedule. 

On Kyw-Tv Cleveland, as an ex- 
ample, the Atlantic Weatherman pro- 
gram (11:10-15 p.m., Monday-Fri- 
day) has been running for eight years. 

On WHEN-TvV Syracuse Aélantic 
Weatherman (11:15-20 p.m., Mon- 
day-Friday) is presented by Frank 
Oliver, a personality so completely as- 
sociated with the gasoline that the 
company featured him in its display at 
this year’s New York State Fair. Mr. 





Selling (Continued from page 33) 
Smith Oil Co., of Rockford, Ill, a Gulf 


distributor, sponsors three 10-minute 
sports shows in Class A time weekly on 
wrEXx-TV Rockford. The company also uses 
co-op in sports specials and campaigns of 
20’s and ID’s for seasonal specials on the 
station. “wREX-Tv covers Smith Oil’s mar- 
ket area most effectively,” says Walter 
Schaeffer Jr.; vice president and sales man- 
ager, “and we utilize our tv support cam- 
paign as a primary tool in continuing our 
expanding program of growth of new out- 
lets and improved services.” 

Stone Independent Oil Co., of Fitz- 
gerald, Ga., has had considerable success 
with the CBS Films syndication Mr. 
Adams and Eve on wan-tv Albany (9:30- 
10 p.m., alternate Mondays). Paul Stone, 
president, handles the advertising. Ap- 
proximately $4,900 is budgeted to television 
annually. 

C. H. Miller, gasoline and oil distributor 
in Zanesville, is alternate sponsor of the 
CBS Films syndication Colonel Flack (6:30- 
7 p.m., Sunday) and Flight (8:30-9 p.m., 
Tuesday) both on wuiz-tv Zanesville. “If 
tv were not helping us to increase sales we 
would not have continued its use for six 
consecutive years. Tv has also made our 
dealer organization much stronger and 
more cooperative.” Annual budget is about 
$6,000. 

Webaco Oil Co., Cities Service distrib- 
utor in Rochester, N. Y., sponsors two 10- 
minute news programs each week on WVET- 
TV Rochester’s 6:30 p.m. news segment, City 
Edition. “We have sponsored City Edition 
news programs for more than three years 
and feel that it plays an important part in 
building sales of Cities Service gasoline, 
fuel oil and accessories,” says Frank D. 
Bertch, president. “Our dealers have had 
direct response to special announcements 
immediately following the program.” 


The Santa Anita races are part of the sports package which has been sponsored 






on the CBS Television Pacific Network for the past five years by Union Oil Co. 


The 30-station network also carries a varied program of tennis, golf and other 


sports for the western oil distributor. 


Oliver appeared twice daily and 
talked to the crowds. Annual budget 
for Atlantic on WHEN-TV is approxi- 
mately $50,000. 

On wrsc-Tv Atlanta the company’s 
five-minute weather show (11:15-20 
p.m., Monday-Friday) costs about 
$39,000 annually. 

Last count shows the company 
using television in 37 markets. N. W. 
Ayer & Son, Philadelphia, handles the 
account. Spot total for Atlantic in 
1958 is estimated at $1.1 million. In 
the first six months of 1958 the total 
is estimated at more than $800,000, 
far ahead of the same six months a 
year earlier. 


Bardahl Lubricants, Inc., con- 
tinues to rely heavily on television for 
its crankcase additive. In 1958 total 
spot was around $800,000. Its agency, 
Miller, Mackay, Hoeck & Hartung, 
places the campaign out of its Seattle 
and New York offices. Mrs. Jan 
Stearns is the media director in the 
New York area. Currently the cam- 
paign is on about 40 stations. 


The California Oil Co., a sub- 
sidiary of Standard Oil of California, 
has recently changed the name of its 
east-coast product from Calso to 
Chevron (name of the gasoline sold 
by Standard in California). So suc- 
cessfully was this accomplished 
through the use of television that 
Chevron climbed to first place in con- 
sumer identification among 19 gaso- 
line brands after it created a cartoon 






character to spearhead its advertising 
in 13 eastern states. 

Sales in the first six months of 1958, 
when the campaign was first under- 
way, showed a slight increase over the 
first half of 1957, when the previous 
Calso trademark was used. In the last 
six months the growth rate was more 
than double that of the first six 
months. 

In 1959 California Oil has carried 
an intensive campaign including 
minutes, 20’s and ID’s through its 
agency, BBDO. Trow Elliman is the 
timebuyer. 

A typical week’s campaign on 
wkcy-Tv Philadelphia carried a 10- 
second ID Monday and Tuesday at 
9:30 p.m. and 10:30 p.m., two 20’s 
preceding, following and in the mid- 
dle of all World Series games. 


Continental Oil Co. is sponsor- 
ing the CBS Films program Whirly- 
birds in 63 markets on an alternate- 
week basis. Markets in the western, 
southwestern and far-western states 
are included in a schedule which has 
extended in many cases over a period 
of several years. 

Kenneth Tobey and Craig Hill, 
stars of the series, have recently com- 
pleted a three-week tour which in- 
cluded Omaha, Billings, Chicago, Des 
Moines, New York, Atlanta, Charlotte 
and Richmond, where they visited 
Conoco distributors and dealers, took 
part in community fund-raising cam- 
paigns, held press interviews and 
made many other appearances. 
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Tv FuM TRAFFIC SERVICES i FILM EQUIPMFNT 
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BEKINS FILM SERVICES 


Distribution—Inspection—Grading & 
Cleaning—Repairing & Rejuvenation— 
Scratch Removal—Protective Treatment— 
Editing—Commercial Insertions—Storage 
1025 N. Highland Ave., Hollywood 38, Calif. 
HOllywood 9-818! 





CAMERA EQUIPMENT CC., INC. 
315 West 43rd Street, New York 36, N. Y. 
JUdson 6-1420 
RENTALS—SALES—SERVICE 


Motion esaige and television equipment 


. « « lighting equipment . . . generators 
. . « film editing equipment . . . processing 
equipment. 











BONDED T. ¥. FILM SERVICE 
630 Ninth Ave., New York 36, N. Y. 
JUdson 6-1030 

Chicago: 1301 S. Wabash, WA 2-1629 
L.A.: 8290 Santa Monica Blvd., OL 4-7575 

The nation's largest total film service 

for post-production needs 

SPEED @ SAFETY @ SATISFACTION 








S. 0. S. CINEMA SUPPLY CORP. 
New York City: 602 West 52nd Street, PLaza 7-0440 
Hollywood, Calif.: 6331 Hollywood Bivd., HO 7-2124 
SALES @ RENTALS e SERVICE 


The world's largest source for film production 
equipment: Animation, Producing, Lighting, 
Processing, Recording, Projection, etc. 


Send for our huge Catalog on your letterhead to 
ept. 











SPONSORS FILM SERVICE, INC. 

421 West 54th Street, New York 19, N. Y. 
Columbus 5-0373 
Traffic Service, Print Procurement, Lab 
Expediting On TV Spots And Shows. TV 
Spot Integration And Insertion. Inspection 
And Storage. Refrigerated Storage For 
Color Negatives. 





LIGHTING 














ee ANIMALS AND 
| ANIMAL DRAWN VEHICLES 








CHATEAU THEATRICAL ANIMALS 
608 West 48th Street, New York, N. Y. 
Circle 6-0520 
“FROM A FLEA TO AN ELEPHANT— 
FROM AGOAT CART TO A STAGECOACH” 
Our animals have never failed to perform 
Our handlers are competent 
Our stock is immaculate 





CHARLES ROSS, INC. 
333 West 52nd Street, New York 19, N. Y. 
Circle 6-5470 
LIGHTING, GRIP EQUIPMENT, 
PROPS AND GENERATORS 


For Motion Pictures and Television 
SALES @ SERVICE © RENTALS 








OPT:ICAL EFFECTS 
AND ANIMATION 











HAULING & WAREHOUSING 





VIDEART INC. 
480 Lexington Ave., New York 17, N. Y. 
MUrray Hill 2-2363-4 
Joe Zuckerman, Pres. 
Optical Effects—Titles 
Complete Animation Facilities 
Animation Consultants 











WALTON HAULING & WAREHOUSE CORP. 
609-11 West 46th St., New York 19, N. Y. 
Circle 6-8685-6-7-8 
THEATRICAL HAULERS 


Television, Radio 
& Legitimate Theaters 





INSURANCE 











JEROME J. COHEN, INC. 
(Jerry & Ron) 


225 West 34th St., New York I, N. Y. 
CH 4-3127-8 


RARE AND UNUSUAL COVERAGES 
OUR SPECIALTY 











STOCK SHOTS 


SCREENING ROOMS 








MAURICE H. ZOUARY 
333 West 52nd St., N. Y. C., 19 
JUDSON 2-6185 


35mm MOTION PICTURE 
BLACK & WHITE @ COLOR 
OVER 10,000,000 FEET 














PREVIEW THEATRES, INC. 
1600 Broadway, New York 19, N. Y. 
Circle 6-0865 
OS ee. William B. Gullette 
16mm, 35mm; magnetic or optical; all 


interlock combinations. Editing equip- 
ment and facilities. Film storage vaults. 
All facilities available 24 hours a day. 





Typical of the Conoco timing is the 
fourth-year scheduling of Whirlybirds 
on wosu-Tv New Orleans (10-10:30 
p-m., Thursday). 


On KHQA-TV Quincy-Hannibal the 
half-hour program is scheduled 9:30. 


| 10 p.m. on Saturday and has been on 


the station about four years. Approxi- 
mate annual budget is $6,000. 


Last year Conoco is estimated to 


| have spent $557,000 in spot. 


DX-Sunray Oil Co. (it recently 
removed the hyphen from between the 
D and X) relies heavily on television 
throughout its 1l-state midwestern 
market, using about 40 stations at the 
present time. 

After a summer hiatus DX-Sunray 
renewed its ITC syndication New 
York Confidential which will run until 
the entire 52-week series is completed. 


In 1960 the NTA program Grand Jury 


| will be substituted. 


In 1958 DX-Sunray spent an esti- 


| mated $300,000 in spot. Its agency is 
| Potts-Woodbury, Inc., Kansas City, 


with Gene Dennis the media director. 

On many of the midwestern stations 
used (like KGLO-TV Mason City, where 
the budget is around $10,000) this is 
the third year for a DX-Sunray syn- 
dicated program. 

KHQA-TV Quincy-Hannibal carries 
the program (8-8:30 p.m., Friday). 
Annual budget is around $7,000. 


Esso Standard Oil Co.’s Your 


Esso Reporter continues to lead the 


company’s television campaign, which 
totaled about $2.5 million in spot last 
year. 

While the news shows vary some 
what in format, due to differences in 
availabilities, most are for 10 minutes, 
Monday through Friday. Some news 


VIDEO TAPE DUPLICATING 
& FILM TRANSFERS 




















Complete film and videotape lab service 
Videotape to film transfers 
Videotape recording 
Videotape duplicating 
Videotape viewing and editing 


ACME FILM LABORATORIES, INC. 


1161 N. Highland Ave., Hollywood 38, Calif. 
HOllywood 4-747! 
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shows run 15 minutes, and in a limited 
number of markets where news shows 
are not available Esso sponsors five- 
minute weather shows. 

Esso’s distribution area includes 
all of the east coast and most of the 
southern states, Currently the news 
show is appearing in 47 markets. 

In 1958 Esso is estimated to have 
spent $2.4 million in spot. For the first 
six months of 1959 the total came to 
about $1 million. The final six months 
is expected to bring the year’s total up 
to that of last year. 

Spot is used by Esso for special 
campaigns in addition to its regular 
programs. Tires, oils and winter serv- 
ices are all featured in special cam- 
paigns from time to time. 

McCann-Erickson is the Esso agen- 
cy, with Jack Powers the account man. 
Sy Goldis is the timebuyer. 

Time for the news show varies from 
market to market. Typical is WRCV-TV 
Philadelphia, where the program is 
scheduled from 11 to 11:10 p.m., 
Monday-Friday; Wwsts-Tv Roanoke, 
6:35-6:40 p.m., Monday-Friday; 
wpsu-Tv New Orleans, 7:25-7:30 a.m., 
Monday-Friday and 10-10:30 p.m. 
newscasts on Saturday and Sunday, 
and 11:10-11:15 p.m., Monday-Fri- 
day weather show on WTRF-TV Wheel- 
ing. 

Esso sponsors sports events, par- 
ticularly football, in many markets. 
Both college and pro ball are included. 

General Petroleum, distributors 
of Mobilgas and Mobiloil in the west- 
ern states of California, Idaho, Ore- 





ihe 
The Haylofters are a feature of the 
Saturday Nite Jamboree on WSAZ-TV 
Huntington-Charleston. The program 
has been sponsored on alternate weeks 
for the past four years by the Ashland 
Oil & Aetna Co. for their oils and 


gasolines. 





Phillips Petroleum sponsors news and 
weather in some 80 markets through- 
out its territory. The Night Edition 
News (11-11:07 p.m., Monday-Fri- 
day) is locally produced on WRBL-TV 
Columbus, Ga. 


gon and Washington, uses tv through- 
out its area. Currently around 20 sta- 
tions are used. Last year an estimated 
$50,000 went into tv, but this year the 
budget has been increased. 


Typical is the spot schedule of 
minutes and 20’s which are used in 
night segments on KABC-TV Los An- 
geles. Annual budget is about $25,000 
on the Los Angeles outlet, with about 
two-thirds going into spots, the bal- 
ance into sports sponsorship. 

On KTNT-TV Seattle-Tacoma Gen- 
eral Petroleum uses Mobilheat an- 
nouncements during the Seattle 
Rainiers’ baseball games throughout 
the season, 

Gulf Oil Co. is currently in the 
midst of a big fall campaign, using 
minutes and 20’s mostly in nighttime 
slots in around 100 markets through- 
out the national distribution area. 

Last year Gulf spent an estimated 
$2 million in television. Young & 
Rubicam handles the account, with 
Frank Grady and John Warner doing 
the buying. 

Phillips Petroleum Co. is cur- 
rently active in about 80 markets 
throughout its midwestern territory. 
Most of the markets have news and 
weather shows, but the company oc- 
casionally schedules spot campaigns 
and in a few markets is buying syn- 
dicated shows. 

Last year Phillips is estimated to 
have spent $1.7 million in spot tv. The 
agency is Lambert & Feasley, New 
York, with Bill Hinman account ex- 
ecutive. 


Recently Phillips bought the Ziv 


program Lock-up on an alternate- 
sponsorship basis for Chicago and 
Dayton. In Chicago the program is on 
wnBQ (10-10:30 p.m., Saturday). 
Typical of the news shows is that 
on WRBL-TvV Columbus, Ga., where 
Phillips has sponsored Night Edition 
News (11-11:07 p.m., Monday-Fri- 
day) for the past four years. Annual 
budget for WRBL-TV is about $16,000. 


Richfield Oil Co. has long de- 
pended heavily on television in its 
western markets. Last year nearly 
$500,000 was budgeted. Currently 
more than a dozen stations are used 
in Arizona, California, Nevada, Wash- 
ington and Oregon. 

On KasBc-Tv Los Angeles about 
$20,000 is budgeted annually for 20- 
second spots. 

One of the most successful Richfield 
Oil programs is the weekly half-hour 
on KING-TV Seattle, Success Story. 


Shell Oil Co. is probably the big- 
gest user of spot television in the prod- 
uct group category. Billings last year 
were estimated at about $3.3 million. 
During the first six months of 1959 
billings reached $1.3 million, with the 
big fall and winter campaigns still to 
come. 

The company has had great success 
with the news and sports format. Its 





KRDO-TV's Football Forecast Panel 
(8-8:30 p.m., Thursday) predicts the 
outcome of the week’s games on the 
Colorado Springs station. The pro- 
gram is sponsored by Harold Grue- 


skin, local oil and gas dealer. Panelists 
include: Georganne Osum, Shel Sing- 
er, Dr. Joe Lewis, Jack Finlayson and 
Col. George Simler, athletic director, 
U. S. Air Force Academy. Mr. Grue- 
skin calls the program “the most ef- 
fective advertising I have ever used.” 
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news programs are seen and heard 
over more than 60 stations stretching 
across the country. In addition, sports 
events are sponsored on a regular 
basis over many stations. Special cam- 
paigns increase the use of spot from 
time to time. J. Walter Thompson serv- 
ices the account from both its New 
York and San Francisco offices. 

A typical Shell program for a 
larger station is that currently carried 
on wosu-Tv New Orleans, where they 
sponsor a five-minute newscast (7:25- 
7:30 a.m., Monday-Friday) and two 
10-minute newscasts on Saturday and 
Sunday (10-10:10 p.m.). In addition, 
they carry sponsorship of one-third of 
the Cleveland Browns pro football 
games each Sunday during the season. 

On werc-Tv Birmingham they spon- 
sor the news (5:30-5:40 p.m., Mon- 
day-Friday), budgeting around $40,- 
000 annually. On wHas-Tv Louisville 
sponsorship is of a 10-minute news 
program three days a week in Class 
B time. 


Socony Mobil Oil Co. has recent- 
ly placed new schedules of 20's in 


STATION 





SALESMANAGERS 


Spark Your Sales 
With Ready Made 


ANIMATED 
COMMERCIALS 


Clients Name 

Included 

yy HOME PRODUCTS 

y¢ FOOD AND BEVERAGE 

x AUTOMOBILE 

jx BANKING 

si GENERAL LOCAL ADVERTISING 


For Your Sample Reel 
Write or Wire . . 


FREDRIC 
STOESSEL INC. 





In Association with Ed Milton Productions | 


119 WEST 57th STREET 
NEW YORK, N. Y. — Judson 2-6978-9 
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Tape Unit 

KPLR-TV St. Louis, newest of 
the area’s video outlets, has in- 
creased its facilities with the ad- 
dition of a mobile tape and 
remote unit installed in a con- 
verted bus. 

Designed by station vice presi- 
dent and general manager James 
L. Caddigan, the unit is the only 
mobile studio in the city especial- 
ly designed for video-tape use. 
The unit, tabbed the Video- 
cruiser, is fitted with four cam- 
eras, complete monitoring and 
audio systems and an Ampex 
Video-tape recorder. 

The Videocruiser has already 
been used on a series of 10 area 
high-school football pickups. 








prime time in some 50 markets across 
the country. Agency is Compton, New 
York, with Joe Burbeck the time- 
buyer. 


Speedway Petroleum  Co., 
which last year spent more than a 
half-million dollars in spot television, 
continues to use tv heavily, particu- 
larly in sponsoring sports programs. 
Currently in five markets in its mid- 
western territory, Speedway’s agency 
is W. B. Doner & Co., Detroit. Typical 
is its sponsorship of one-third of the 
Detroit Tigers baseball games and the 
Detroit Lions football games on WJRT 
Flint. 


Standard Oil of California cur- 
rently carries television spot cam- 
paigns on over 15 stations for its 
Chevron gas and company oils. On 
most of the outlets the company spon- 
sors the Ziv syndication Sea Hunt. 
Spot is also used on a number of sta- 
tions, as well as sports specials. 


Standard Oil of Indiana has 
been consistent in its use of television, 
currently buying time on some 40 sta- 
tions in its area, including Indiana, 
Illinois, lowa, Kansas, Missouri, Mon- 
tana, North and South Dakota, Min- 
nesota and Michigan. Last year total 
spot investment was about $2 million. 





Standard buys news and sports pro- 
grams as well as spots on other pro- 
grams. In some markets syndicated 
programs are used. 

Some typical programs include a 
52-time contract on KGLO-TV Mason 
City for the ABC Film program 26 
Ven. At the expiration of that sched- 
ule the company plans to use the new 
Ziv show That Man Dawson on the 
station, which has carried a Standard 
sponsorship for the past five years, 
Annual budget on KGLO-TV is about 
$16,000. 

On KHQA-TV Quincy-Hannibal the 
company sponsors Sports Round-Up, 
with Mel Tappe (10:10-20 p.m., Mon- 
day, Wednesday, Friday). The cen- 
tract is for a full year and the com- 
pany has been on the station for five 
years. Annual budget is $12,000. 

On wyrT Flint Standard sponsored 
half of the Buick Open Golf Tourna- 
ment and during other periods min- 
utes spaced at daily intervals. 

On wreEx-Tv Rockford Standard is 
a veteran sponsor of weather, news 
and sports (10:15-30 p.m., Monday, 
Wednesday, Friday) and has one- 
third of the Sunday pro football game. 
Annual budget is about $45,000. 

Standard contracts are placed by 
D’Arcy out of Chicago. 


Sun Oil Co. has found television 
unusually effective in promoting its 
new custom-blend pumps which make 
possible mixing gas to specification 
for any type car as it goes into the 
tank. 

Starting with 20’s and minutes, the 
campaign has been expanded until 
currently it is appearing in some 75 
markets. With the campaign starting 
well past the middle of 1958, Sun Oil 
spent an estimated $1.8 million in tv 
during the year. In 1959 the first half- 
year came close to matching the entire 
budget for 1958, and at the same time 
Sunoco’s sales increased nearly twice 
as fast as those for the gasoline indus- 
try as a whole. Wm. Esty is the agency. 

States included in the campaign 
are: Connecticut, District of Colum- 
bia, Florida, Indiana, Kentucky, 
Maine, Maryland, Massachusetts, 
Michigan, New York, North Carolina, 
Ohio, Pennsylvania, Rhode Island, 


Virginia and West Virginia. 
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Flexibility (Continued from 31) 


grances, Lanvin has been a consistent 
user of ID schedules in strong night- 
time frequencies. “This year our spot 
budget was increased over last fall’s, 
and we’re running schedules in 30 top 
markets,” said Mr. Roth. “But we’ve 
found spot placements lack the excite- 
ment for our dealers that they once 
had. Local-market schedules have be- 
come an expected and necessary 
method of selling. We also found thai 
a competitor who might use fringe- 
time spots to our prime-time ones, but 
who used a greater number, often was 
looked on by the local dealer as the 
heavier advertiser.” 

In addition to getting the services 
of Bill Cullen for commercials on The 
Price Is Right, as well as preparing 
specially filmed spots featuring Arlene 
Francis, Lanvin promoted the show to 
the trade by a series of letters from 
emcee Cullen and the company to its 
salesmen and toilet-goods buyers. 


Open New Fields 


“There is no doubt,” said Lanvin’s 
president, “that an arrangement such 
as ours can open new fields to both 
the networks and advertisers. There 
are many high-fashion firms—Tif- 
fany, Cartier, for instance—whose 
budgets do not permit a year-round 
use of tv, but who can effectively use 
the medium at Christmas or other 
times of the year. Conversely, there 
are network advertisers who must 
carry a contracted show through slack 
selling periods, or sponsors who find 
late in the year that their long-term 
buys have over-extended their ad 
budgets. All that must be done is to 
get the two parties together so that a 
company needing a show for a single 
brief effort can use it, and the regular 
52-week sponsor need not spend his 
money ineffectively.” 

Stating that “class merchandise” 
has been locked out of tv by high- 
budget considerations, Mr. Cournand 
hopes in the future to establish a 
regular series of special network pro- 
grams. “Our products,” he said, “are 
similar to Hallmark cards in that 
they’re sold best at gift seasons— 
Christmas, Valentine’s Day, Mother’s 
Day, etc. We'd like to have a series 











similar to the greeting-card company’s 
Hall of Fame shows. With such pro- 
grams, you can build an atmosphere 
of beauty into the commercials them- 
selves, something that’s hard to do in 
short spot announcements.” 

A Lanvin competitor in that it re- 
tails perfume as well as its wide cos- 
metic line also made its first move 
into network this fall. Coty, Inc., has 
used only spot schedules for the past 
several years. Its activity differed 
from Lanvin’s considerably, however. 

Rather than a single nighttime 
show, Coty purchased a group of day- 
time programs on ABC-TV in its “Op- 
eration Daybreak” plan, with com- 
mercials spread over a 38-week period. 

As explained by Peter Reinheimer, 
account executive at BBDO, “The new 
purchase represents an expansion of 
our tv effort. In the past we used spot 
schedules in the top 20 markets. While 
we’re continuing spot, especially dur- 
ing the pre-Christmas weeks, we now 
get great national coverage as well. 

“There’s no doubt in our mind that 
you can buy more efficiently with net- 
work—particularly in daytime and on 
ABC. The line-up for their shows is 
fairly constant, with some 85-90 sta- 
tions included, so that you always 
know where and when your com- 
mercials are seen. It’s not like night- 
time where line-ups change from week 
to week and program to program.” 

(Under “Operation Daybreak,” 
ABC-TV’s daytime buying pattern 
sells quarter-hours to advertisers who 
are allowed to split the three com- 
mercial minutes granted per quarter- 
hour among three different programs. 
Both CBS-TV and NBC-TV permit the 
advertiser to place two of his three 
minutes in the quarter-hour of the 
show purchased and the remaining 
minute in another program.) 

“It’s somewhat confusing,” the Coty 
account executive noted, “in that you 
may be billed for time in one program 
and talent in another. But the variety 
of programs assures you of a wide 
audience. In addition, we’re getting 
the personality aspect of people like 
Bud Collyer on Beat The Clock and 
Dick Clark on American Bandstand. 
That’s something we haven’t had be- 
fore.” 

Spot schedules, he continued, will 





be used in the future as they are at 
present for particular promotions. 
“But it’s fairly certain we'll be mak- 
ing greater use of network in the 
coming year, and we are looking for 
good properties and buys now.” 

An advertiser using a combination 
of day and nighttime programming 
for its initial network effort in 
strength is the Durkee Famous Foods 
division of the Glidden Co. Although 
Durkee used The Kate Smith Show 
some years back, its recent efforts 
have been in radio, newspapers, maga- 
zines and spot tv. In 1958, said Ralph 
Wright, account executive at Meldrum 
& Fewsmith, Inc., Cleveland, the com- 
pany spent about $40,000 in video 
spot. A large portion of the budget 
went to introduce its Instant Minced 
Onion in test markets and other areas 
as distribution expanded. 

“Once national distribution was 
achieved on the new product, as well 
as on existing spices, sauces and other 
items, it became more practical for 
Durkee to use network tv.” 


347 Million Impressions 


In a brochure issued by the com- 
pany to its retailers, Durkee noted 
that its buy of 20 quarter-hours ABC- 
TV’s daytime shows, along with par- 
ticipations in NBC-TV’s Today, dur- 
ing 35 weeks from a mid-October start 
—plus exposure on The Jack Paar 
Show after the first of the year—will 
result in more than 347 million viewer 
impressions. 

More importantly, stresses the book- 
let, the daytime programming will 
reach “a large unduplicated woman’s 
audience—still the most important 
factor in any food advertising. The 
early-morning and nighttime tv will 
catch men as well as women viewers.” 
Emphasis is also placed on the sales 
personalities of Dave Garroway, Paar, 
Bud Collyer, ete. 

Frank Daniels, Durkee advertising 
manager, stated simply that network 
tv was chosen for the major share of 
the 59-60 ad budget because of its 
ability to “deliver mass impressions 
with great continuity while providing 
coverage of marketing areas closely 
aligned to Durkee’s national distribu- 
tion pattern.” 

While Durkee spread its network 
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budget over a group of programs, one 
of which is the Paar show, Bon Ami 
Co., Inc., recently left spot for a re- 
ported $1-million buy on the Paar pro- 
gram alone. 

“In our eyes,” said Arthur Fischer 
at Cole, Fischer & Rogow, Inc., Bon 
Ami’s agency, “we're still using a form 
of spot tv, but in a highly efficient 
way. We started on the show in Sep- 
tember with 39 minutes spread over 
13 weeks, and will continue for 52 
weeks after January. 

“What we're getting is 10 million 
unduplicated homes over a four-week 
period, the selling personalities of 
Jack Paar and Hugh Downs, coverage 
of all our important areas—with two 
exceptions, and those markets are 
joining the line-up this month—and 
strong merchandising angles.” 

Behind the move from spot to net- 
work was the fact that the introduc- 
tion of several new Bon Ami products 
was completed this summer in all parts 
of the country. The firm had been 
spending from $80,000 to $150,000 
in each of four areas for spot-tv cam- 
paigns on its new Jet Bon Ami 
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cleanser, liquid cleaner and others. 
“When distribution reached the point 
that we had campaigns going in 
several areas at once,” said Mr. 
Fischer, “we realized we couldn’t keep 
up with the spot costs. If we had to 
cut back on frequency, we wanted 
other values to compensate. The Paar 
show seemed to be the answer.” 

The program, he stated, has a 
strongly sympathetic audience that 
accepts Paar’s faith in a product with- 
out question. Before the purchase the 
agency and Bon Ami checked with 
other clients on the show and found 
nothing but satisfaction with sales re- 
sults. In an exclusive deal, the com- 
pany obtained the services of the NBC- 
TV star as its personal spokesman, 
getting an okay to use his photograph 
in print advertising, packaging and 
displays. Wires bearing Paar’s signa- 
ture went to local dealers telling of the 
campaign, and he filmed a special an- 
nouncement to be run at sales meet- 
ings and conventions. 

“These are benefits not provided by 
our previous spot campaigns,” Mr. 
Fischer noted. “But there are prob- 
lems, too. One is the difficulty of pre- 
venting local spot announcements of 








Harold Essex (above), executive vice 
president of Triangle Broadcasting 
Co., has been elected president by the 
board of directors of the company. 
The veteran North Carolina broad- 
caster succeeds W. K. Hoyt, who has 
retired. Triangle is the licensee for 
wsjs-Tv Winston-Salem-Greensboro. 
Also announced was the election of 
Harry Shaw, sales manager, as vice 
president for sales, and Phil Hedrick, 
operations manager, as vice president 
for operations. Dr. Dale H. Gramley, 
president of Salem College and Acad- 
emy, joined the board of directors. 


competing products from directly fol- 
lowing our network commercials dur. 
ing breaks. Our brokers in each mar. 
ket have been instructed to watch for 
such instances and notify us so we can 
request make-goods. Another problem 
is the bookkeeping involved. The show 
is carried on about 140 stations, with 
commercials running in the midwest 
and west at a different time than in 
the east; the network is often behind 
in notifying us who carried our spots 
and when. As in a spot campaign, 
scheduling can get pretty involved. 
“But these are minor difficulties, 
Early returns already indicate good 
dealer and sales reactions. Next year 
in our Diamond Jubilee celebration 
we're going to run a contest that will 
be featured only on the tv program. 
A prize will be awarded to a viewer in 
which will also 


serve to give us an idea of local station 


each station area 


strength in the line-up.” 


Not Unusual 
In past years it has not been unusual 
for an advertiser who used spot to 
build a product to national promi- 
nence to move into network once that 
(H. F, 


Ritchie’s Brylcream is a case in 


prominence was attained. 
point.) Undoubtedly, however, the 
process has become accelerated in the 
current season; and the wide variety 
of network buys available is a primary 
cause. 

Two final cases in brief: Anahist, 
which has used—and is using at pres- 
ent—spot placements in virtually all 
of the country’s major and secondary 
markets, this season set lengthy sched- 
ules in more than a dozen spot-carriers 
Proctor Elee- 
tric Co., a consistent past user of spot 


on all three networks; 


schedules in only some 30-40 top mar- 
kets, bought an hour-long Jerry Lewis 
special on NBC-TV for telecast early 
next spring. 

Whether it’s a one-night show with 
glamor and star-identification, or 4 
low-cost participation deal that guar- 
antees wide nighttime exposure, or in- 
expensive daytime coverage that’s de- 
sired, it appears evident that the new 
network methods of selling with ut 
most flexibility will continue to at 
tract advertisers who are new to the 
medium. 
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P elican (Continued from page 34) 


more, he makes sure we give that serv- 
ice.” 

Pelican’s staff, although enlarged 
to meet volume requirements, has had 
virtually no turnover since 1954. Jack 
Zander takes a special pride in this 
fact. “We move pretty cautiously in 
hiring,” says Mr. Zander, “and it’s 
paid off. To maintain a quality stand- 
ard you have to have the best per- 
sonnel. That’s the most important fac- 
tor in making a success of this busi- 
ness. You can’t compete at both the 
top and the bottom of the market. With 
quality people you have to do quality 
animation. That’s the kind of work 
we seek.” 

Most of Pelican’s business has come 
through the major New York agen- 
cies. Mr. Dunford believes that “the 
simplest way to get volume without 


wasting footwear is to concentrate on 
the New York agencies which require 
the type of animation we produce.” 
He also thinks, however, that dealing 
with smaller clients and agencies is 
stimulating, since they tend to rely 
more on the production house. “We 
know a lot about the business that we 
don’t always get a chance to use. Big 
agencies can’t work this way—they 
have too many internal problems and 
decisions which must be settled be- 
fore the producer is called in. We 
have discovered, however, that the 
good agencies invite as much contribu- 
tion from the producer as is possible.” 

Mr. Dunford has great admiration 
for the competent agency producers, 
who, he believes, are worth a lot to 
their agencies. Pelican has done very 
little direct work, but has stayed pri- 
marily under the aegis of the agency 
production departments. Mr. Dunford 





Summer (Continued from page 39) 
um’s offerings had improved in a 
year’s time. 

The remedies advocated in the past 
for improved summertime program- 
ming have included greater use of 
“try-out” programs of imagination, 
continuation of regular weekly series, 





oa 


QUESTION 7: 


summer, 


During the past 
certain television 
programs consisted of re-runs 
of shows telecast earlier in 
the year. From your own 
viewpoint, are you in favor 
of having programs repeated 
on television a second time 
at a later date? 


% 
Favor re-runs 32.6 
Do not favor re-runs 67.4 
Total percent 100 
Total respondents 1000 











or a staggered vacation period so that 
all top stars and programs don’t leave 
the air at once. Before anything else, 
however, it would seem that it must 
be realized—as the Pulse survey indi- 
cates—that it is inferior programming 






which causes viewer dccline, rather 
than the other way around. 





QUESTION 8: I there were fewer 
repeat programs shown on 
television during the summer 
months, do you feel this 
would in any way affect 
the amount of time you 
spend watching during these 
months? How, in what way? 

% 

Reasons: less viewing 24.9 

Like to see repeat of 

good programs 4.0 
Like to see shows 

missed in winter 4.2 
No special reason 16.7 

Reasons: more viewing 38.4 

Want more interesting 

programs 5.4 
Possibility of greater 

desire 2.1 
To see new shows 11.5 
Do not want to see 

repeats 16.0 
No special reason 3.4 

Reasons: no effect 36.7 
View regardless 7.7 
No special reason 29.0 

Total percent 100 

Total respondents 1000 














has no quarrel with the system as it 
exists, although he does have a few 
minor peeves. 

“I see nothing wrong,” he says, “in 
bids that are intelligently handled. But 
obviously, bidders should be selected 
for equal product quality if the bids 
are going to mean anything, especial- 
ly where the low-bid rule applies. 
I am also disturbed by vague speci- 
fications that result in faulty bids and 
later misunderstandings that jeopar- 
dize the quality and time schedule of 
a job. 

“Bidding is a time-consuming and 
serious task for a producer. Once in 
a while a request for a six-way bid in 
which every possible variation for a 
project must be estimated seems un- 
reasonable. A producer can’t be 
blamed for thinking that very little 
advance thinking and planning have 
been done by the agency. 

Time is Problem 

“As far as making a profit in com- 
mercial production, the important 
thing to remember is that time will 
trip you up more often than will mon- 
ey. We seldom underestimate the cost 
of a normal-schedule production by 
enough to hurt us badly, but the cost 
of crash-dates is almost impossible to 
estimate. I also feel, personally, that 
the premiums offered on rush jobs and 
fast delivery aren’t enough to com- 
pensate for the interruption of other 
work which occurs.” 

Changes during production are, in 
Mr. Dunford’s words, “necessary, but 
also dangerous—dangerous to delivery 
time, dangerous to quality. More mis- 
takes are made during in-production 
changes than at any other time. The 
interlocking consequences of an ap- 
parently simple change are sometimes 
impossible to foresee, and are usually 
costly. 

“Good agency producers are well 
aware of all this, although they can- 
not avoid problems inherent in com- 
mercial production. If I were to select 
the standout mark of a good agency 
producer I would say it is the ability 
and willingness to make a decision or 

get a decision made promptly. With 
time the essence of this business, most 
of us will go a long way for a guy or 
gal like that.” 
Mr. Zander has some emphatic 
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ideas about another occasional prob- 
lem with which the producer must 
cope—the creation of storyboards or 
characters on speculation. He says, 
“No!” “Storyboards and character 
design require plenty of time from our 
top talent,” he points out, “and it 
simply is not fair to clients who are 
paying us for our creative work on 
their films. We charge for this kind of 
work—not enough to cover average 
expenses on it, but enough to make 
sure the requesting agency is really 
serious about the project.” 

The people at Pelican find the crea- 
tion of commercials an exciting and 
absorbing business. “Of course,” says 
Mr. Dunford, “we are rarely able to 
give full vent to our creativity. There’s 
a certain struggle to accept the stulti- 
fying effects produced by a lot of 
people all sticking their own irons in 
the fire, but there’s ample proof that 
good work can be done under the 
present system because good work is 
being done—all the time. In order to 
take any pride in our results, we can’t 
just satisfy the agency—we have to 
satisfy ourselves.” 


Animation Sell 


One recent job in which Pelican 
does take great pride is a series of 
three spots done through Young & 
Rubicam for the Drackett Co.’s Van- 
ish, a toilet-bowl cleaner. This job 
illustrates the sort of thing that good 
animation can handle perfectly—sell- 
ing a product with distasteful conno- 
tations. Pelican feels that the humor 
of the story lines, which illustrate the 
time- and work-saving aspects of the 
cleaner, and the entertainment value 
of the characters make possible the 
pitching of the product in a manner 
which is not offensive. 

Pelican holds strongly to the theory 
that entertainment is a good way to 
sell. Certainly not the only way, but 
a valid one in many situations. The 
new Windex “mother-in-law” spot, 
the short ID’s for ABC featuring a 
talking dog, the L&M “they said it 
couldn’t be done” spots all blend 
humor and whimsy in a delightful 
soft-sell approach. 

Mr. Dunford admits that he and 
Mr. Zander have given some thought 





Robert E. Powell has been appointed 
vice president in charge of sales for 
KNOE-TV Monroe, La. Mr. Powell has 
been an account executive with the 
station since it went on the air in 1953. 
In his new position he will service all 
southern agencies and supervise south. 


ern regional advertisers. 





to branching out into entertainment 
films. They have taken no definite 
steps in that direction, however. 
“With everyone else starting to do en- 
tertainment films, maybe we'd better 
stick where we are so there'll be some- 
one left to do the commercials,” says 
Mr. Dunford. “We've done a few in- 
dustrial and public-relations films and 
some training films for the Govern- 
ment. We also did a series of over- 
seas theatrical commercials for the 
California Texas Oil Co. which were 
completely without dialogue. The bulk 
of our work has always been tv com- 
mercials, however, and what we're 
really interested in is improving our 
facilities and techniques in that field.” 

Seasonal slumps have not been 
much of a problem for Pelican. For 
the last year and a half there have 
been no lay-offs. In rush times free- 
lancers are used, but Mr. Dunford 
prefers to use his own staff when pos- 
sible. 

“It would be foolish to say that per- 
sonalities have nothing to do with sue- 
cess in this field,” says Mr. Dunford. 
“We do think, however, that the qual- 
ity of the work is still of utmost im- 
portance. We're good workmen; we're 
pretty well liked; we try to do an 
honest job. Animation is one of the 
last of the handcrafts. It’s archaic in 
execution, but there’s no better way 
to do it, and it’s only as good as the 
directors, designers and animators 
who create it.” 
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LEO ROARS AGAIN. “When it rains 
it pours” is the old cliché that at pres- 
ent is applicable to Loew’s, Inc. Barely 
18 months ago the present masters 
of Leo the Lion were hanging on to 
their power by a fingernail grip. A 
group of powerful shareholders was 
pressing for a change in management 
policies, several highly touted films 
were fizzes at the box-office, and the 
Government and the insurance com- 
panies were pressing hard for a di- 
vorcement of the theatres from the 
The stock was 
selling in a $12-to-$17 range, and the 


production division. 


dividend had been dropped. 


Today—in the past month alone 





the situation is almost completely re- 
versed. The company’s management 
isnow entrenched solidly; one picture, 
Ben-Hur, has bowed in as a colossal 
hit with tremendous earning poten- 
tial; oil has been found on the studio 
property; the divorcement is com- 
plete; the company is negotiating to 
co-produce several special high-budget 
films in the best of the wide-screen 
systems; payments of dividends have 
been resumed, and the stock is now 
selling in the $33-per-share area. 
The interesting point for tv inves- 
tors is the fact that during the man- 
agement-financial crisis of the past 
three years it was the earnings from 
tv that helped the company squeeze 
through the dark days. In 1958 in- 
come from television amounted to 
$7.5 million, and in the 1959 fiscal 
year it totaled $8 million. 
ie 
INCOME FROM TV. This income 
represents primarily the licensing of 
the pre-1949 features and shorts. In 
1960 Loew’s will continue to enjoy 
approximately the same amount, and 
in 1961 the tv income should also be 
high. It will not be until 1962 that a 
substantial decline will begin to show. 
The licenses for the pre-1949 films 
are for a period up to seven years, and 
the rentals are taken into income as 
earned over the period of the usage 
of the films. There are outstanding at 
present contracts that should provide 
approximately $31.2 million of gross 


Wall Street Report 





income. However, MGM, the produc- 
tion division, also makes filmed series 
and film commercials for tv, and this 
area of activity is growing. In 1958 
this division had gross income of $3.1 
million, and in 1959 that figure 
jumped to $3.9 million. 

The Thin Man, one of the company’s 
first series, ran for two years night- 
time on NBC-TV and was then sold 
to the network for daytime program- 
ming. Northwest Passage, a series in 
color, also was on NBC-TV and is now 
available for syndication. The 1959- 
1960 series piloted by the company 
were not successful, so the company 
is now concentrating on the 1960-’61 
season. National Velvet, Dr. Kildare 
and the mystery stories of Agatha 
Christie are among the series that are 
being readied for the 1960 fall season. 

The net income for Loew’s in the 
fiscal year ended Aug. 31, 1959, was 
$7.6 million, or $2.91 per share, com- 
pared to a loss of $1.1 million in the 
preceding fiscal year. And on Sept. 30, 
1959, the board declared a quarterly 
dividend of 30 cents per share, the 
first dividend since June 30, 1957. At 
the end of the year Loew’s was back 
in a strong financial position. The 
company’s cash and short-term Gov- 
ernment securities totaled $34 million, 
contrasted with $15 million the pre- 
vious year. The company’s debt stood 
at $20.9 million, compared with $38.7 
million in 1957. 


DISCS AND FILMS. The MGM 
Records division showed a remarka- 
ble jump in income in 1959. Its earn- 
ings rose to $1.8 million from a 
meagre $78,000 in 1958. The proba- 
bility is that this division will con- 
tinue to show increased profits as 
MGM continues to combine its film- 
making activities with its music pub- 
lishing and capitalizes on the scores 
of successful films. 

The MGM studios, the heartbeat of 
the company, have 15 films in produc- 
tion or various stages of editing. They 
are scheduled for release in the Aug. 
31, 1960, fiscal year. Another 36 films 
are scheduled for the 1961-1962 pe- 


riod. 
At present MGM is planning to 
shoot Mutiny on the Bounty; Sweet 
Bird of Y outh, the Tennessee Williams 
stage hit; The Travels of Jaimie 
McPheeters, a Pulitzer Prize novel; 
Cimarron; Butterfield 8; The Gazebo, 
another Broadway play; Please Don’t 
Eat the Daisies, and The Adventures 
of Huckleberry Finn, among others. 
Although the separation of Loew’s, 
Inc. and Loew’s Theatres was ap- 
proved by the U. S. courts on March 
12, 1959, the company is still liable, 
with the theatre company, for $23.6 
million of sinking-fund debentures. 
On May 27, 1959, the board voted 
to grant to key personnel stock op- 
tions on 131,000 shares at an option 
price of $30.25 per share. Obviously 
it is to the advantage of many of these 
executives to exercise these options. 
This would mean, if all 131,000 shares 
are taken down, an increase in the 
number of common shares outstand- 
ing from 2,668,388 to 2,799,388 
shares. But there’s little doubt that 
the addition of the profits from Ben- 
Hur and from the oil properties to 
those being tossed off by the showing 
of the pre-’49 films on tv (not to men- 
tion the possible re-release of Gone 
With the Wind for the umpteenth 
time) should more than offset the di- 
lution of earnings that might normally 
result in the exercise of such options. 
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Auto (Continued from page 36) 


expenditures from that category 
should surpass the third quarter, for 
in 1958 automotive expenditures 
climbed from $1,438,000 in the third 
quarter to $1,936,000 in the fourth. 

In terms of categories, food and 
grocery products continued to lead in 
the third quarter, when advertisers in 
that group invested $30,218,000, as 
compared to $25,883,000 in the third 
quarter of 1958. Next largest cate- 
gory in the past quarter was cos- 
metics and toiletries, with $14,196,- 
000, as compared to $10,980,000 in 
the comparable period last year. Ale, 
beer and wine were third with $12,- 
314,000, as compared to $11,610,000 
invested in the same period in 1958. 


Substantial Gains 


TvB notes that several product 
classifications made substantial in- 
creases in the spot spending in the 
third quarter over the similar quar- 
ter in 1958. In addition to automo- 
tives, these include: agriculture, from 
$292,000 to $451,000, a 55-per-cent 
increase; amusements, entertainment, 
from $141,000 to $312,000, a 121- 
per-cent increase; garden supplies 
and equipment, from $69,000 to 
$110,000, a 59-per-cent increase; ho- 
tels, resorts and restaurants, from 
$102,000 to $158,000, a 55-per-cent 
increase; household cleaners, cleans- 
ers, polishes and waxes, from $4,434,- 
000 to $10,848,000, a 145-per-cent in- 
crease; household, general, from 
$757,000 to $1,291,000, a 71-per-cent 
increase; publications, from $87,000 
to $218,000, a 151-per-cent increase; 
transportation and travel, from $631,- 
000 to $1,129,000, a 79-per-cent in- 
crease, and watches, jewelry and cam- 
eras, from $469,000 to $817,000, a 
74-per-cent increase. 

An analysis by TvB of spot tele- 
vision expenditures by time of day 
shows that although daytime con- 
tinued to score large increases (from 
$38,071,000 to $43,716,000) this past 
quarter, late-night television scored 
the largest percentage gain—climb- 
ing from $13,491,000 in the third 
quarter of 1958 to $17,620,000 in the 
third quarter this year. Night tele- 
vision jumped from $61,622,000 io 
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Top Spot (Continued from page 36) 





71. Armstrong Rubber 

Os wit anneewees ¢ 392,700 
72. Pillsbury Co. ...... 
73. Wilson & Co., Inc... 380,600 
74. P. Ballantine & 


ME we a's a boas 380,200 
oe eee 367,200 
76. Vie Tanny 

Enterprises, Inc... 360,000 
77. Safeway Stores, Inc.. 354,700 
ee 345,600 
79. S. C. Johnson & 

ee 343,800 
80. Paxton & 

Gallagher Co. .... 340,100 
81. Pacific Tel. & 

Pee is inscces See 
82. Standard Oil Co. of 

ere 324,800 
83. Parker Pen Co. .... 321,900 
84. Phillips Petroleum 

BK ans tbiensneees 315,800 
85. F & M Schaefer 

Brewing Co. ..... 314,800 
86. Chrysler Corp. 

eS ee eee 312,400 
87. Kroger Co. ........ 310,800 
88. Interstate Bakeries 

ee 308,400 
89. Burgermeister Brew- 

eae 308,000 
90. Ex-Lax, Inc. ....... 307.300 
91. Duncan Coffee Co... 306,100 
92. Rayco Mfg. Co. .... 303,000 
93. Dr. Pepper Co. 

ee ene 299,500 
94. Barcolene Co. ...... 289,500 
95. Hills Bros. 

Coffee, Inc. ...... 286,300 
96. American Snuff Co. . 285,900 
97. National Brewing Co. 285,300 
98. Jackson Brewing Co. 280,600 
99. Atlantis Sales Corp. . 275,100 

100. Great Atlantic & 
Pacific Tea Co. ... 272,500 





$72,295,000 in this latest report. 

In terms of share of the total dol- 
lar by time of day it would appear 
as though late night is coming into 
its own. Night, of course, continues 
to lead with a 54.1-per-cent share (as 
compared to 54.5 per cent in 1958’s 
third quarter), day follows with 32.7 
per cent (as compared to 33.6 per 
cent), while late night’s share climbed 









from 11.9 per cent in the third quar- 
ter of 1958 to 13.2 per cent in this 
past quarter. 

If it were possible to justify a trend 
with decimal points it could almost 
be said that there is a modest swing 
to late-night television. Late night's 
average share for the entire year 1958 
amounted to 10.9 per cent; in the first 
quarter, 11.1 per cent; in the second 
quarter, 12.1 per cent, and now it is 
13.2 per cent. 


Analysis by Type 

An analysis of spot tv investments 
in the third quarter by type of ac- 
tivity (announcements, ID’s, pro- 
grams) shows that announcements are 
well ahead of the other two cate- 
gories. A comparison of third-quarter 
1958 and 1959 activity: announce- 
ments, from $84,363,000, or 74.5-per- 
cent share, to $100,693,000, or 75.4- 
per-cent share; ID’s from $10,660,- 
000, or 9.4-per-cent share, to $13,- 
657,000, or 10.2-per-cent share; pro- 
grams, from $18,161,000, or 16.1-per- 
cent share, to $19,231,000, or 14.4- 
per-cent share. 

Although there would appear to be 
a decline in share for program in- 
vestments, it should be pointed out 
that participations, many of which 
are specific program buys, are lumped 
together under announcements by 
TvB. Also, it should be noted that 
the general decline in buying in this 
area appears to be over. In the first 
quarter of this year these buys fell 
to a 12.6-per-cent share, picked up in 
the second quarter to a 13.5-per-cent 
share and rose again to the 14.4-per- 
cent share noted above in the previous 
quarter. 

The order of the top 100 national 
and regional spot tv advertisers un- 
derwent the inevitable changes. Proe- 
ter & Gamble Co. continued to lead 
with $11,219,300, almost a $3-million 
increase over the $8,336,200 invested 
by that company in the third quarter 
of 1958. Adell Chemical Co. succeeded 
Lever Bros. in the number-two spot 
with a $4,774,300 investment in spot 
tv this past quarter. General Foods 
was third with a $3,575,400 expendi- 
ture. Lever Bros. was fourth with an 
estimated $3,126,300 investment in 
the medium. 
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In the picture 





Robert R. Burton (l.), senior vice president, account man- 
agement, at Kenyon & Eckhardt, Inc., has been elected to the 
board of directors of the agency, and Victor Armstrong (r.) 
succeeds him as account-management senior vice president. Mr. 
Burton joined K&E in August 1957 as vice president in charge of 
the Chicago office, coming to the agency from a vice presidency 
at Needham, Louis & Brorby. Mr. Armstrong went with K&E in 
Detroit in January 1954 as vice president and account executive, 
following five years with J. Walter Thompson. He was transferred 
to K&E’s New York office two years ago. 


Theodore J. Grunewald has been elected senior vice president of Hicks & Greist, Inc., 
it has been announced by Charles V. Skoog Jr., president of the agency. Mr. Grunewald 
joined H&G in 1953 as director of tv and radio and became a vice president—one of three 
at the agency—and a director in 1957. He was with William Esty & Co. from 1948 to 1952, 
first as a television and radio producer and subsequently as business manager of the tv 
department. For the year prior to going with Hicks & Griest Mr. Grunewald was at Doyle 
Dane Bernback as director of tv and radio. He served with the Air Force between 1943 
and 1946 and saw action in Africa and Italy. A native New Yorker, he spent his childhood 
in Summit, N. J., and attended New York University, majoring in marketing and adver- 
tising. He now lives in Stamford, Conn., with his wife and four-year-old daughter. 


=* 








The election of David Mixter (l.) and Joseph Marone (r.) 
as vice presidents of Benton & Bowles, Inc., has been announced 
by Robert E. Lusk, president of the agency. Mr. Mixter joined 
Benton & Bowles’ mailroom in 1946, moving on to the radio and 
research departments a year later. In 1948 he was appointed an 
account executive and earlier this year became an account super- 
visor. Mr. Marone. went with Benton & Bowles in 1955 as a tele- 
vision producer. Before joining the agency he was with Ogilvy, 
Benson & Mather and, prior to that, with Dancer-Fitzgerald- 
Sample. He studied art at the Art Students League in New York. 


James A. Stabile, an NBC vice president with more than 20 years’ experience with 
two networks and organizations in related fields, has been appointed vice president in 
charge of standards and practices for NBC. The new department which he heads will formal- 
ize and develop the activities NBC has been conducting through a special unit established 
some time ago to eliminate questionable practices in the network’s programming and ad- 
vertising. Mr, Stabile joined NBC in February 1957 as manager, talent negotiations, after 
resigning as vice president and general counsel for ABC, with which he had been associ- 
ated since December 1951. Prior to that he was an attorney with the William Morris Agency 
and, from 1946 to 1950, an administrative assistant for the Authors League of America. He 
left private law practice in 1942 to serve with the Army during World War II. 








































Implementing CBS-TV’s announced “re-examination of all 
policies and practices affecting television and its future,” Joseph 
H. Ream (l.) has been named vice president in charge of the 
network’s newly created department of program practices. He has 
been a CBS vice president, heading the Washington, D. C., office, 
since August 1957, a post in which he will now be succeeded by 
Edmund C. Bunker (r.). The latter has held executive positions 
with KNxT Los Angeles and wxix Milwaukee, both CBS o&o’s, 
and has been a CBS-TV vice president, first in affiliate relations 
and for the past year in sales. 
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DEE-LIGHTFUL 





That is the word for the Rochester, 


Minnesota Market. It is easy to figure 
out why. Some $886 million are spent 
annually in the Rochester Market. 


And besides, Rochester is the fastest 
growing metropolitan area in the state. 
Ratings? 70% watch KROC-TV sun- 
up to sign-off. 


Cash in for your client by calling 
Meeker. They've got all the facts on 
how really Dee-Lightful the Rochester 
Market is. 


KROC-TV 


CHANNEL 10 


Rochester, Minnesota 


National Representative: 
The Meeker Co., Inc. 
Minneapolis: Harry S. Hyett Co. 


Network Representative: Elisabeth Beckjorden 






82 December 14, 1959, Television Age 











THE LIGHTER SIDE In camera 





By George! Some pretty acid 
contra-television comment comes from 
George Tomlison in London. George, 
you see, is the secretary of the Public 
Morality Council, and as such is the 
watchdog of Britain’s morals. And he 
feels that too many television scripts 
call for too much tipping of the glass. 
Instead of drinking booze, George 
would like to see the characters guzzle 
fruit juice. 

“Every time a script writer runs out 
of ideas,” George charges, “he has one 
of his characters say: ‘Let’s have a 
drink.’ And is this drink milk or fruit 
juice or something 
healthy? No. Invariably it is poured 
from a scotch, a bourbon, a gin or a 
vodka bottle. Or a decanter intended 
to contain these. It may very well be 


vigorous or 


only cold tea, but as far as the family 
audience of television is concerned it 
is hard liquor.” 

Well now, George has hit on some- 
thing there. From now on, we want 
every producer to be sure to tell the 
audience whether what the actors are 
drinking is the real hard stuff or 
canned. 


Since May the tv station in Peiping, 
China, has been on the air transmit- 
ting two to three hours of programs 
six days a week. There are experi- 
mental stations running in four other 
cities in Red China. So, of course, the 
Communist Government feels it has 
every right to stick its two yens in and 
make some comment about the un- 
deniable superiority of Chinese tv. 

Communist China is unstinting in 
its praise of the high quality of its 
programs. “They are completely free 
of gangsters and horror stories,” the 
Reds boast. 

Obviously, they don’t cover any 
local news stories. 


% * * 


The naked and the dread: We were 
watching tv one afternoon with our 
three-year-old boy and his friend of 
equal longevity. The friend was quite 


insistent that he liked cowboys and 
nothing or nobody else. 

“Why do you like cowboys?” we | 
asked. 3 
the friend shot bet 


“they is trick on the raw.” 


“Because,” 


Not to be outdone, our own son” 
observed that while he guessed he? 
liked cowboys pretty much, this abso 
lute favorite tv fare was Dentist the 





Menace. F 
: 
’ 


* * * 
Why, grandmother, what big eyes) 
you have! Jn Llwynypia, Wales, Mrs. 4 
Phyllis Williams was knitting andy 
watching television when she saw they 
program The Grandma Bandit, which 
told the true story of a grandmother 
who robbed a neighbor at gunpoint) 





The tv granny was the wife ofa 
laborer and needed the money. Mrs, 
Williams, 47, also is a grandmother, 
a laborer’s wife and finds herself con- 
stantly short on the long green. What's 
more, the tv grandma bandit used a4 
toy pistol in her heist, and since Mrs.¥ 
Williams has many grandchildren, 


she’s loaded with such pistols. 

The next day, Grandmother Wil- 
liams, armed with toy pistol, took a 
bus over to nearby Penygraig. She 
walked into a shop and pulled the toy 
pistol from her shopping bag and de- 
manded the shopkeeper’s money. 

But right here Mrs. Williams de- 
cided that she had better fire her 
writers, The script went all wrong. 
The shopkeeper grabbed for Mrs. 
Williams and, at the same time, @ 
customer came in and joined in sub- 
duing the poor little old lady who was 
just trying to do a job. 

But then the script was straightened 
out. Mrs. Williams, as was the tele- 
vision grandma, was caught and 
charged with assault with intent to 
rob. 

But we think justice went too far— 
the cops never did return the toy 
pistol to Mrs. Williams’ grandchildren. 
Little things like that might turn 
Grandmother Williams’ offspring into 
juvenile delinquents. 
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WHEN KSTP-TV SAYS 
“GO OUT AND BUY IT”... 
PEOPLE GO OUT AND BUY IT! 
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